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Admen Claim Too Much... 


Advertising Still Very Ineffective, 
Macy’s Ratner Tells Boston Meeting © 


Boston, Oct. 16—Stating that 
“advertising in many ways is still 
the least effective of all the activi- 
ties of man,” Victor M. Ratner, 
v.p. and advertising director of R 
H. Macy & Co., New York, today 
called for the establishment of an 
independent center for the collec- 
tion and integration of various and 
diffuse lessons culled from adver- 
tising experience. 

Speaking at the Boston Confer- 
ence on Distribution here, Mr. Rat- 
ner suggested “a formula might 
well be worked out where I and 
other advertisers could report our 
data to an impartial university or 
foundation. . . 

“Until we give impartial stu- 
dents of mass communication a 
chance to work with enough data, 
we'll never discover the principles 
of mass communication we often 


2 


claim to have, but do not. In an 
age of jet propulsion, we'll con- 
tinue to fly by the seat of our 
pants.” 


es Leading up to his proposal, Mr. 
Ratner remarked that “it is very 
easy for advertising men to over- 
state advertising’s place in the 
scheme of things, to claim more 
virtue for it than it really has, to| 
claim more knowledge about it! 
than we yet have.” 

Advertising, he said, is a “cur-,| 
ious and unresolved mixture of | 
different things, and our knowl- 
edge of most of its ingredients is 
still primitive.” He contended that 
“talent” currently is the prime 
ingredient of most successful ad- 
vertising. 

“The practice of advertising, for 

(Continued on Page 72) 


TEST AD—This four-color Vassar Co. test 

page oppeored in the Chicago Tribune 

Oct. 21. This is the first color ad on 

foundation garments ever published in 

the poper. Aubrey, Moore & Wallace is 
the agency. 


Direct Mailers 


Army, Air Force Stunned by Congressional Concentrate on 


Cut-Off of Ad Funds; 


WASHINGTON, Oct. 19—Stunned 
by congressional action cutting 
off additional funds for Army and 
Air Force recruiting ads, the De- 
fense Department this week or- 
dered immediate cancelation of 
all possible commitments 

While the department is rush- 
ing an appraisal of its advertising 
activity—and expects to have a 
report for the Senate appropria- 
tions committee by Monday-——ad- 
journment of Congress precludes 
immediate resumption even in the 
event of a favorable report. 

Once Congress banned the pro- 
gram by writing a proviso in the 


Rush Cancelations | 


$57 billion defense bill cutting off 
additional funds (AA, Oct. 15) the 
Defense Department bent over 
backwards to comply. 

Though $900,000 was still avail- 
able from earlier appropriations, 
immediate orders were issued to 
Grant Advertising Inc., agency on 
the account, to stop preparation of 
new material, and to cancel all 
that was cancelable. 


® As a result of the order, accord- 
ing to Col. William R. Berkley, 
who is in charge of recruiting ads, 
Grant is in the process of “closing 
(Continued on Page 8) 


Cost Reduction 


MILWAUKEE, Oct. 19-—-The prob- 
lem of reducing costs and boost- 
ing sales held the spotlight at the 
Direct Mail Advertisers Assn. an- 
nual conference here this week. 

Faced with the prospect of soar- 
ing postal rates and increased costs 


For other news of the DMAA 
meeting see Pages 10, 26, 40 and 63. 


in all other fields, members of the 

association were looking intently 

for ways to cut expenses and in- 
(Continued on Page 79) 


Schwimmer & Scott 
Out $290,000 as 
Thyavals Defaults 


Cuicaco, Oct. 18—Schwimmer 
& Scott, agency for American 
Vitamin Associates (Thyavals and 
Orvita), Los Angeles, which has 
been barreling along at an esti- 
mated annual ad expenditure of 
$5,000,000, has announced that 
AVA, due to its “over-extended 
financial position,” is unable to 
meet obligations to its creditors, 
one of the largest of which is 
Schwimmer. The agency, which 
did not have the account insured, 
is stuck to the tune of $290,000. 

In a letter to its creditors, 
Schwimmer & Scott stressed that 
“our obligations in respect to ev- 
ery other account are being met 
currently. ..We sincerely intend to 
pay all of our creditors in full and 
we have every confidence that we 
can succeed in doing so. We have 
already contacted the large media 
creditors and they have agreed 
to an extension of time in which we 
can make payments due them. 

“The specific agreement is that 
we will pay the indebtedness in 
30 equal instalments, the first in- 
stalment due Nov. 25, 1951. Under 
this plan, we are confident that we 
can liquidate our obligations, even 
should it be assumed that none of 
the amounts due us from American 
Vitamin Associates are paid. Of 
course, in the event there are any 
payments forthcoming from Amer- 
ican Vitamin Associates, they will 
be immediately applied to the re- 


duction of our indebtedness to 
creditors involved.” 
@ Hardest hit among the media 


(AVA used television and radio 
almost exclusively, along with co- 
op newspaper) are American 
Broadcasting Co. ($55,000); sta- 


(Continued on Page 79) 


Revenue Bureau 
Attitude Toward 
Ad Costs Told 


Cohen Reveals Hitherto 
Secret Bureau Study of 
Advertising Practices 


BALTIMORE, Oct. 16—Industrial 
marketers meeting here this eve- 
ning were reminded that advertis- 
ing programs which promote a 
sound business objective have 
never been challenged by the Bu- 
reau of Internal Revenue. 

Speaking on the topic, “Don't 
Let Washington Scare You,” Stan- 
ley E. Cohen, Washington editor 
of ADVERTISING AGE and Industrial 
Marketing, reminded Maryland 
Industrial Marketers that the ad- 
vertiser’s rights under the tax laws 
and military procurement regula- 
tions are fully spelled out. 

“In the nearly 10 years that I 
have been in Washington,” Mr 
Cohen said, “the Bureau of Inter- 
nal Revenue has never—so far as 
I know—departed from the posi- 
tion that the advertiser is the one 
who is best equipped to determine 
the amount and kind of advertis- 
ing he needs.” 


8 “While some advertising cam- 
paigns have been questioned 
unreasonable,’ Mr. Cohen pointed 
out, “advertising cases listed in 
the index of tax court decisions 
are fringe situations, such as pre- 
mium plans or cooperative trade 
association programs.” 

In opening his speech, he con- 
ceded that recent advertising news 
from Washington—including the 
debates on postal rates—might 

(Continued on Page 82) 
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Highlights of the Week’s News 


Stanley Cohen, AA's Washington 
a long-secret 


fear government interference 


Internal Revenue 
of advertising, and reports advertisers needn't 


editor, reveals 
Bureau study 


weekly 


.Page 1 


newspapers 
state press groups and was always paid for in 
full and on time 


was placed mostly with 
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A somewhat stunned Defense Department acts 
promptly after Congress cuts off ad funds, and 
immediately orders Grant to step as much as 
$900,000 of recruitment advertising - .Page 1 

CBS finally gets a regular color TV sponsor, only 
to have to give up colorcasts after C. E. Wilson 
asks (and gets) shutdown of color TV set pro- 
duction ‘ Pages 1 and 14 

Schwimmer & Scott (sans Schwimmer, that is) is 
stuck for $290,000 in media billings as American 
Vitamin Associates runs into financial trouble 
with too-successful coupons. It’s another ex- 
ample of the need for agency credit insurance, 
Attorney Simon would say .. Pages 1 and 59 

Direct mail men hear the satisfying story of how 
a Milwaukee company replaced 125 salesmen 
with direct mail and boosted sales 400% .Page 10 

Semler announces it has shifted Kreml account 
from Erwin, Wasey to Dreher, but Mr. Wasey 
tells AA the foreign account is still his ..Page 15 

Inland newspapers told to fight TV medium by 
supporting pay-as-you-see TV. This advice 
comes from a plain-speaking Ohioan ...Page 37 


Agencyman Towner blasts Newspaper Advertis- 
ing Service. He says Hadacol’s advertising in 


Holeproof Hosiery Co. almost has a copyright on 
cheesecake. The 80-year-old company’s record 
shows it has pioneered in that kind of adver- 
tising art as well as in many other, if less pic- 
turesque, developments .............. Page 65 

Samuel I. Newhouse finally wins over J. Alber? 
Dear, getting Jersey Journal, and he hopes Wal- 
ter Dear will be his editor ............ Page 79 


Babbitt’s Brenner resigns as ad manager at the 
same time that the organization relinquishes the 
Swerl Suds business ....Page 83 


The cropping is different but the picture’s the same 
—on covers of rival teacher publications this 
month ...Page 85 
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Last Minute News Flashes 


CBS Agrees to Suspend Color Set Production 

New York, Oct. 19—On the heels of the request of Defense Mobilizer 
Charles E. Wilson's request today to suspend color TV production to 
conserve critical materials, CBS President Frank Stanton said both 
color set manufacturing and broadcasting would be suspended. What 
action if any will be taken to redeem color sets in dealers’ or con- 
sumers’ hands has not been determined. RCA had no comment but 


indicated willingness to 


participate 


in industry-wide conservation. 


CBS’ sole color sponsor, James Lees & Sons, was scheduled to begin 
Oct. 29, on a four-station network (see Page 14). 


Rogers Wins TV Suit Against Republic 

Los ANGELEs, Oct. 19—In a decision to have wide repercussions in 
TV, Federal Judge Peirson M. Hall has granted cowboy actor Roy 
Rogers a permanent injunction barring Republic Pictures from letting 
anyone televise any of 81 films he made for Republic, either on a 
commercial or sustaining basis. If Republic appeals and the ruling is 
sustained by the Supreme Court, a rash of suits may be filed by other 
actors against film companies (AA, Sept. 24). 


Schlitz Ad Chief Becomes Blatz Ad Chief 

MILWAUKEE, Oct. 19—-Theodore Rosenak has resigned as advertising 
director of Joseph Schlitz Brewing Co. to become director of advertis- 
ing for Blatz Brewing Co. Val Schmitz, formerly Blatz ad director, 
will undertake a special merchandising program for Blatz. Mr. Rosenak 
is succeeded at Schlitz by Edwin B. Self, who was ad director at the 
brewery until five years ago, when he retired to devote himself to writ- 


ing plays and scenarios. 


Ex-Lax Inc. Appoints Warwick & Legler 
BrooKiyn, N. Y., Oct. 19—Ex-Lax Inc. is switching all its adver- 
tising from the Joseph Katz Co. to Warwick & Legler, effective Nov. 1. 
(Additional News Flashes on Page 83) 
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Philpott Tells Affiliated Agencies How 
Small Agency Can Help Large Advertisers 


How can a 
large ad- 


Oct. 17 
service a 


St. Louis 
small agency 
vertiser? 

In several ways,. Gordon M. 
Philpott, v. p. in charge of adver- 
tising for Ralston-Purina Co., told 
the annual meeting of the Affili- 
ated Advertising Agencies Net- 
work at the’ Sheraton Hotel here 
today 

Using his own company and its 
hundred-odd products as an ex- 
ample, Mr. Philpott outlined his 
theory on the opera- 
tions in which a small agency can 
participate 

He started by describing the 
Ralston-Purina advertising depart- 
ment: “Probably one of the larg- 
est in this part of the country, 
employing 50 people. We have this 
department in addition to our 
three advertising agencies” (Gard- 
ner Advertising for cereals, Brown 
& Bowers for feeds and James 
Fisher Co. for Canadian) 


‘grass roots” 


The reason for such a large 
department, he went on to ex- 
plain, is that “I have a whole se- 
ries of advertising counselors— 
small advertising agencies—serv- 
icing our sales department. 

“Years ago, we had a very small 
department [and] our agency did 
practically all the work. But just 
as they got men who really learned 
and understood our business and 
knew the difference between a 
brood sow and a brooding hen... 
they would move off to some agen- 
cv in New York.” 


e After this happened several 
times, he said, Ralston decided to 
build its own staff and started 
combing agricultural college grad- 
uates every year to get experts in 
all phases of agriculture. 

“Don't worry,” he said, “we give 


our agency plenty to do to earn 
their 15%. But the 15% is less 
important to me than the protec- 


tion of a staff of men who know 


our products, our problems and 
our customers.” 
Ralston-Purina’s large ad de- 


partment acts in the capacity of 
an advertising agency to 5,000 
Purina feed dealers, Mr. Philpott 
said. Every year this department 
builds a program and suggests a 
budget for each of these dealers, 
which totals in the neighborhood 
of $1,500,000 annually 


8 Using the example of how his 
own department is broken down 
so that it can do a “grass roots” 
job for each individual dealer, Mr. 
Philpott proceeded to tell his audi- 
ence how a small agency can do a 
similar job for a large advertiser. 

A small agency should not think 
in terms of: “We are a small but 
aggressive, capable agency. Give 
us a chance with one of your prod- | 
ucts, or with one section of the! 
country and let us show you what 
we can do,” he said. 

The question a small agency 
should ask of itself first is: “What 
can I do to help this retailer move | 


“| just wish | could show you how the Des Moines 
Sunday Register covers all lowa!” 


It's always a surprise . 


. . learning that you can thoroughly 


cover all lowa—a market of 24% million people—simply 
through the Des Moines Sunday Register. 
That's it in a nutshell. This one newspaper does de- 


liver—has all-county coverage . . . 


igh reading all over the 


state. It dominates in 79 out of lowa’s 99 counties with 50% 
to 100% family coverage. In 12 counties more, coverage 
stands 40% to 49%. At least 21% in the few others! 

And how lowans do buy! They have 3'% billion dollars a 
year to spend. As an urban market it outpurchases Phila- 
delphia, Boston or St. Louis. As a farm market lowa is 
America’s best—year after year! 

Put yourself in this perfect picture. Milline rate is a modest 


$1.76. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1951: 
Daily, 374,303—Sunday, 540,836 


THE DES MOINES REGISTER anv TRIBUNE 


Represented by: 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley—tos Angeles and San Francisco 


Advertising Age, October 22, 


CHEVROLET GETS DINAH—Songstress Dinah Shore seems pleased with her TV 


contract, 
starting Nov. 27. Sharing her pleasure 
Ewald Co., and W. G. Power, ad 


which calls for twice-weekly appearances over 


NBC-TV for Chevrolet 
are (left) W. H. Case, v.p., Campbell- 


ger for the aut bile maker. 


more of the manufacturer’s 
goods?” 

He said that if he got a letter 
one day which read: “We nave 
been working with your dealer in 
Springfield for a year. [Our] plan 
has increased your dealer’s store 
traffic 50%. It is increasing his 
volume 25% and has increased his 
turnover in profit 100%...May we 
come to St. Louis and tell you how 
this plan works?” he would an- 
swer by telling the agency to stay 
put—he would come to Springfield 
and visit them 

The small agency is close enough 
to do the retail job, he concluded. 
And it can do the “important job 
of building men and programs and 
selling goods, not clients.” 


‘Catholic Digest’ Moves 

Catholic Digest, New York, has 
moved to 300 Park Ave. The cir- 
culation of the magazine is now 
in excess of 500,000 a month. 


AFA District Elects Rogers 

The 10th (Southwest) District 
of the Advertising Federation of 
America has elected Dale C. Ro- 
gers, Mid-Continent Petroleum 
Corp., Tulsa, governor. Other of- 
ficers elected are: Curtis Taulbee, 
R. E. Cox & Co., department store, 
Ft. Worth, Ist lieutenant governor; 
Monte Rosenwald, Southwest Ad- 
vertisers, Amarillo, Tex., 2nd 
lieutenant governor; Tom McHale, 
Chamber of Commerce, Dallas, ex- 
ecutive secretary-treasurer. 


Representatives Elect 

The San Francisco chapter of 
the American Assn. of Newspaper 
Representatives has elected Louis 
J. Rubin, Pacific Coast manager 
and partner of Gilman, Nicoll & 
Ruthman, president. Other officers 
elected are: Robert Kinsley of 
Sawyer, Ferguson & Walker, v. p.; 
James S. Wingate of Jann & Kel- 
ley, secretary; Buell Brooks of 
Newspapers, 


| Scripps-Howard 
' treasurer. 


to Mar 


Northern 


DAILY 


189,821 


IVE REASONS 


* First in the nation in daily 
circulation growth (Mar 1950 
1951) 


* First in the West in Sunday 
circulation growth (Mar 1950 
to Mar 1951) 


% Highest daily city circulation in 


* Four out of five Tribunes are 
home-delivered 


* 97.9% of total DAILY and 96.5% 
of total SUNDAY circulation is 
concentrated within A.B.C. city 
and retail trading zones 


TOTAL NET PAID CIRCULATION 


(A.B.C. Publisher's Statement, March 31. 1951) 


California. 


SUNDAY 


195,493 


SHOE FORKED SeeHIG 


ibune 


CRESMER & WOODWARD, INC. 


al Representatives Including Sundew Magazir 
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the most VITAL part of 
your media picture... 


the rich 
independent 
Grocery Store 
Market... through 


NEWS about American Family! 


EDITORIAL POLICY—The American Family is set up to serve four groups... 
the consumer, manufacturer, wholesaler and retailer. It is specifically designed 
and edited to interest and benefit the American homemaker. 


DISTRIBUTION—Solely through the organized independent grocers, including 
268 Wholesale Grocers, more than 13,000 Retail Grocers and 12 Grocery Groups, 
including such outstanding names as 1.G.A., Red & White, Clover Farm Stores, 
Nation Wide Stores, UBC, Consolidated Grocers, Creasey, C. D. Kenny, Cooter 
Company and many other Voluntary Cooperative Groups and Unaffiliated 
Wholesalers from coast to coast. 


ADVERTISING— Among the top national advertisers who rely on The American 
Family to reach the Independent market are such familiar names as American 
Home Foods, California Packing Company, General Mills, Gerber, Morton Salt, 
Standard Brands, Armour, Quaker Oats, S.O.S. Company, American Molasses, 
Lipton, Wrigley’s Gum, Borden and a host of others. 


Sell More where the American family 
Buys More! 


4 Here is a store magazine that gives 

you quick, powerful penetration of the 

rich, independent grocery store mar- 

: ket. American Family is a consumer 

’ i magazine . . . distributed exclusively 

, : through Independent wholesalers — 

powerful factors in the food trade to 

atte fe whose interest it is to move products 

advertised in their magazine. This 

M) puts your advertising to work for you 

/ in the very stores where your sales 

. force exerts their greatest merchan- 
dising efforts. 


INCREASED CIRCULATION-—Within the next three months, The American 
Family . . . which now has a circulation of 690,000 . . . will pass 750,000. Effective 
with the February 1952 issue, the circulation rate base guarantee will advance 
from 500,000 to 750,000 average net paid. 


REDUCED RATES— Although the circulation rate base guarantee will increase 
50% by next February, rates will be increased only 35%. On this basis, the new 
Black and White rate will be reduced to only $2.70 per page per thousand .. . the 
four color rate to only $3.66 per page per thousand. 


/ Advertise in the American Family— 
A Sf I the magazine women buy to READ 

ral Pn a } and read to BUY! 

ae a 4 THE AMERICAN FAMILY MAGAZINE 

rae : 4 CHICAGO 53 West Jockson Boulevard, Chicago 4, Illinois 
* tat r te ae » Tel. WAbosh 2-8916 
F — (= cs ie NEW YORK 280 Madison Avenue, New York 16, N. ¥. 
. - Tel. MUrray Hill 5-3909 


a me LOS ANGELES 2816 W. Fifth Street, Los Angeles 13, Colif. 
Tel, TUcker 9154 
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Foote Becomes V. P. 
of McCann-Erickson 


Today Me- 
announced that 
Emerson Foote, who resigned as 
president and partner of Foote, 
& Belding a little more than 
au year ago, had joined the agency 
and general executive.” 
what Mr. Foote’s functions 


New York, Oct. 18 
Cann-Erickson 


Cone 


as Vv. p 
Just 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Re- 
porters provides effective way to obtain 
on-location photos, stories, testimonials 
and releases. For more information write 
SICKLES PHOTO-REPORTING SERV- 
ICE. 38 Park Place, Newark 2, N. J 


in the agency will be were not 
made clear, although the surmise is 
that he will “work the 
board” on accounts. The “general 
executive” title is new to the agen- 
cy 

Last October, in revealing his 
resignation from FC&B, Mr. Foote 
made it clear that he was not 
leaving the agency business. He 
had been ill and on leave of ab- 
sence from FC&B for six months 
before his resignation. He intended 
to take a vacation and reenter the 
field, and he said at that time he 
did not know whether he would 
start a new agency or join an 
existing one 


across 


s Nor did it seem likely that his 


434 S$. Wabesh Avenve 
Chicago 5, Iiineis 


THE WAY-TO-DO-IT 
BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 
net pain circucation 36,968 — may, 1951 
16.97% Pastors 


20. 43% Church Officers 
9 39% Sunday Schoo! Superintendents 


e 40.51% Sunday Schoo! Teachers 
SCOCSSSSSSSESESSSSEHSSSSSESESSESSESSESSEEEEEE 


joining McCann-Erickson _ indi- 
cated any immediate shift of ac- 
counts. It is fair- 
ly well known in 
the advertising 
business that the 
contract under 
which Mr. Foote 
sold his FC&B 
stock (for nearly 
a million dollars) 
restricted him 
from soliciting 
the agency’s ac- 
counts, directly 
or indirectly, for 
a two-year period 

He joins McCann with an agen- 
cy background which included 
eight years as a principal in FC&B, 
three years with the predecessor 
agency (Lord & Thomas) as ac- 
count executive on American To- 
bacco Co., and a hitch with J. 
Stirling Getchell Inc. Earlier he 
was a partner in his own agency 
in San Francisco, Yeomans & 
Foote, and with Leon Livingston 
Advertising Agency. 

It was Mr. Foote who partici- 


Emerson Foote 


Advertising Age, October 22, 1951 


pated in the dramatic resignation 
of the American Tobacco Co. ac- 
count, a $12,000,000 bow-out which 
caught the imagination of the ad- 
vertising business, and which 
presaged his own withdrawal two 
years tater. 


TV Set Makers Sign for 
Louis-Marciano Bout 


Seven television set manufac- 
turers—Admiral, Crosley, General 
Electric, Motorola, Philco, Radio 
Corp. of America and Sylvania— 
reportedly have paid $100,000 
to sponsor jointly with Gillette 
Safety Razor Co. the Louis-Mar- 
ciano boxing bout Oct. 26. The 
fight will be seen over NBC-TV 
stations. Set makers once before 
helped buy the rights to a fight, 
that one between Ezzard Charles 
and Joe Walcott. 


‘Picture History’ Out Soon 
“Picture History of Western 
Man,” a $10 volume running to 
more than 200 Life-size pages, 116 
of them in full-color, will be pub- 
lished by Life on Oct. 29. Simon & 
Schuster will handle distribution 


1S 


any other 


a “must” 


on any and all 


destined 


we don’t cover “Detroit” 


and neither does 


Detroit newspaper. 
This market is divided 
HALF and HALF 
—that’s why 
The Detroit Times 


advertising, schedules 


for the Detroit area. 


You're missing something 


if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


|} of $250,000,000, 


Senate Committee 
Yields on Several 
Postal Bill Points 


BULLETIN 


WASHINGTON, Oct. 19—The House 
and Senate today passed the con- 
ference postal report and it went 
to the White House for the Presi- 
dent’s signature. 


WASHINGTON, Oct. 19—-With the 
Senate postal committee yielding 
on most major points, conferees 
agreed today on a postal rate in- 
crease bill which includes a 2¢ 
postcard, a 30% increase for news- 
papers and magazines and a l'e¢ 
rate on bulk third class. 

After two weeks of stormy con- 
ferences, Olin C. Johnston (D., 
S. C.), chairman of the committee, 
dropped his plan for 4¢ first class 
and 8¢ airmail, major money fac- 
tors in the $400,000,000 rate bill 
passed by the Senate last month. 

As reported for final approval, 
the postal bill raises $117,000,000. 
Since conferees have also agreed 
on postal wage increases in excess 
the department 
appears to be heading toward an 
increase rather than a decrease in 
its deficits. 


® As a ray of hope for the future, 
conferees included a section setting 
up a joint committee to review 
postal operating methods and pol- 
icies, with a view toward arriving 
at a long-term solution to the de- 
partment’s financial difficulties. 

Original sponsors of this investi- 
gation, including Sen. Frank Carl- 
son (R., Kan.), have suggested 
that investigators may lay down 
policies which will eliminate con- 
tinuing contention over the alleged 
subsidies received by various 
classes of mail users. 

In its final form, the posta] bill 
closely resembles the bill adopted 
by the House. However, Tom Mur- 
ray (D., Tenn.), House postal com- 
mittee chairman, delayed confer- 
ence agreement by fighting for a 
second class increase in excess of 
the 30%—in three annual 10% 
steps—adopted by the House. 


® Here's a rundown on the final 
bill: 

First class: 4¢ letters 
airmail, included in the 
bill, dropped. 

Postcards: Postcard rate goes to 
2¢, effective Feb. 1, 1952. Raises 
about $40,000,000. 

Second class: A 30% increase on 
zone rate publications in three an- 
nual 10% steps, the first effective 
on April 1, 1952. Current rates 
retained on non-profit publica- 
tions. Free in-county delivery priv- 
ilege of certain newspapers re- 
mains unchanged. Each 10% in- 
crease totals approximately $4,- 
000,000. 

Third class: A l's¢ per piece 
minimum rate on bulk third class 
becomes effective July 1, 1952. At 
the same time, a special exemption 
is created within bulk third class 
to retain the existing 1¢ rate for 
mailings by non-profit organiza- 
tions. 

Fourth class: New catalog and 
parcel post rates which were ef- 
fective Oct. 1 under an order of 
the Interstate Commerce Commis- 
sion are retained. Modified rates, 
voted by the Senate, are aban- 
doned. 

Special services: Special deliv- 
ery advances from 15¢ to 20¢, and 
other special services—insured, 
registered and C.O.D. mail—are 
increased a total of $26,000,000 


and 8¢ 
Senate 


Tomek and Lemke Buy WSAU 


The Journal Co., Milwaukee, 
publisher of the Milwaukee Jour- 


nal, has sold WSAU, Wausau, 
Wis., radio station, to John R. 
Tomek and Charles Lemke, sub- 


ject to approval. The Journal Co. 
operates WTMJ 
Milwaukee. 


and WTMJ-TV, 
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Comics magazines are 
virtually legal tender 

among their young 
enthusiastic readers. They 
are read and swapped .. . 
read and bartered . . . read 
and traded . . . read and 
passed along until they are 


literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off . . . plus! 


National 
Comics 
Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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B Our new plant in Nassau 


“¢ County is mostly giass- 
ar. enclosed and completely 


air-conditioned 


CONSOLIDATED is on the move! 


becouse pleasant working 
conditions inspire good 
morale and good work — 
making us 
better equipped and better 
able to serve you better. 


WASHINGTON, Oct. 17—The Ag- 
'riculture Department’s Production 
and Marketing Administration said 
today that, based on tests in 
six retail stores in Baltimore, 
spinach prepackaged in plain 
transparent film bags outsold 
spinach in similar’ transparent 
overprinted heavily with 
words and designs. 

Plain bags not only sold better, 
but eliminated an estimated $20,- 


bags 


New'y 


CONSOLIDATED 3: 


Place. | 


000 to $25,000 a year in printing 
costs, the department said 


@ In another phase of the study, 
PMA reported packaged spinach 
and kale greatly outsold bulk 


) Spinach, in Unprinted Transparent Bags, 
Sells Best, Government Agency Says 


products. 

In tests at two Washington su- 
permarkets, prepackaged kale out- 
sold bulk kale even at twice the 
retail price per edible pound. Com- 
bined sales of prepackaged fresh 
spinach and frozen spinach ex- 
ceeded sales of bulk fresh spinach 
even though prepackaged products 
sold for twice the price per edible 
pound of bulk spinach 

Details are available in “Pre- 
packaging Spinach and Kale,” 
from the Office of Information 
Services, Production and Market- 
ing Administration, U. S. Depart- 
ment of Agriculture, Washington 
25, D. C 


Dulane Names Midwest Rep 

Dulane Inc., Chicago, manufac- 
turer of electric cooking equip- 
ment, has appointed Ray C. Jen- 
kins Advertising Agency, Minnea- 
polis, to handle midwestern adver- 
tising and merchandising of Fry- 
ryte, electric deep fryer. 


Robert M. Oliver Resigns 

Robert M. Oliver, general mer- 
chandising manager of Landers, 
Frary & Clark electric houseware 
division, New Britain, Conn., has 
resigned, effective at a mutually 
satisfactory termination date yet 
to be determined 


Robert Pero Joins B&B 


Robert B. Pero, formerly with 
Scandinavian Airlines, has joined 
the publicity department of Benton 
& Bowles, New York 


“They spend the most 


82% 


where the most 1s spent” 
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of tHe New yorker’s circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent, where most automobiles are bought. 


Antomobile dealers in these areas are particularly partial to NEW YORKER  sub- 


scribers, with good reason. Recent investigation 


shows that S9° 


own cars. Many own more than one. They 
buy new cars. They buy them often. 


They spend the most where the most is spent. 


ol NEW YORKER subscribers 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 
NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 


Advertising Age, October 22, 1951 


Siebert Tells Three 
Main Objectives of 
Public Relations 


Cuicaco, Oct. 17—*‘Public re- 
lations makes friends of customers, 
gives credence to advertising and 
gets the advertising message to 
those important groups who carry 
it by word of mouth,” C. Stuart 
Siebert Jr., director of public re- 
lations here for J. Walter Thomp- 
son Co., told the Women’s Adver- 
tising Club of Chicago last night 

Speaking on “Why Public Re- 
lations in Advertising?” Mr. Sie- 
bert pointed out that, as the Long 
Island Railroad and some other 
companies have found out, “cus- 
tomers aren't necessarily friends 
It's the job of advertising and pub- 

| lic relations to make friends.” 
Furthermore, he explained, 
' “public relations lends credence to 
advertising by getting the en- 
dorsement of a third party. Pub- 
lic relations uses the voice of an 
influential editor who is interested 
only in his readers. For the editor, 
public relations must supply hon- 
est, brief, interesting and news- 
worthy material.” 


es Advertising can buy space and 
extol all the virtues of a product, 
but, Mr. Siebert believes, the pub- 
lic has been besieged with so much 
advertising that it has developed 
a resistance. “Claims for different 
| products are weighed, decisions 
made and frequently much that 
is said is taken with a grain of 
salt. The grain dissolves a lot 
quicker when the same story is 
repeated by an editor who is as- 
sumed to be impartial.” 

“Business also needs friends 
outside of customers—friendly 
employes, friendly plant operators, 
communities and _ stockholders,” 
Mr. Siebert continued. “Advertis- 
ing may build up a product, and 
any of these groups, by word of 
mouth, can let it down. What is 
said may not even be about the 
product, but something a person 
has heard about the firm itself. 
That's prebably why a plant city 
is often one of the worst markets 
for a product.” 


@ Public relations sends out pub- 
licity to these groups, and by giv- 
ing them favorable information 
and impressions turns them into 


“unpaid salesmen,” he said. “A 
stockholder, for instance, likes to 
have ammunition to justify the 
fact that his investments are 


sound. He will carry the adver- 
tising message for you.” 

There have been misconcep- 
tions on both sides about adver- 
tising and public relations, Mr. 
Siebert feels. “In advertising cir- 
cles there has been the idea of the 
public relations man as a gay blade 
in a sport jacket, photographing 
girls, working on an unlimited 
expense account. Whereas, public 
relations sometimes thinks of ad- 
vertising people as hermits who 
live on the 20th Century Limited 
and exist on martinis and benze- 
drine.” 

If these misconceptions can be 
cleared up and “if public rela- 
tions sells to advertising, and ad- 
vertising sells to public relations, 
there is nothing they can’t ac- 
complish.” 


Joins ‘Nation's Business’ 
William I. Englehart, formerly a 
publishers’ representative, has been 
named manager of the Cleveland 
office of Nation’s Business. Mr. 
Englehart at one time was eastern 
advertising manager of the Chicago 
| Tribune, 


| Division Lead Names Landon 


Division Lead Co., Chicago, has 
appointed Alison Landon adver- 
tising manager, and at the same 
time has announced it will ex- 
pand the scope of its advertising, 
promotion and market research. 
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Army, Air Force Stunned by Congressional 
Cut-Off of Ad Funds; Rush Cancelations 


(Continued from Page 1) 
its books” and “tallying 
cancelation costs.” 

As the program was brought to 
a stop, Assistant Defense Secretary 
Anna Rosenberg organized a spe- 


out up 


cial committee to review the role 
When you Remember 
need WM. F. RUPERT 


Compiler of NATIONAL 
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90 Fifth Ave.. New York 1! 

OR 5-3523 
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BIRTH 
LISTS 


1950-4 ylishes 


of advertising in recruiting. The 
committee, including representa- 
tives of all services, was known 
to have completed its report by 
Friday morning 

It was the second time in recent 


vears that recruiting advertising 
has been studied from the top 
level. Two years ago-—-when the 


campaign also was under fire—a 
special Munitions Board commit- 
tee examined recruiting advertis- 
ing, and recommended that the 
project continue 

At that time the retention 
Gardner Advertising Agency 


UBBOCK «.:; 


valanche-Journal 
pee enonenen 6 608 


Rep. TEXAS DAILY PRESS LEAGUE, INC. 


of 
had 


been questioned by members of 
the Senate appropriations com- 
mittee and by competing agencies. 
After Gardner resigned the ac- 
count, Munitions Board’s personnel 
policy committee recommended 
that recruiting ads be resumed 
and a new agency employed. 


8 A few weeks later, the contract 
for the account was awarded to 
Grant Advertising on the basis 
of a selection by the Secretary 
of the Army, then Gordon Gray, 
and the Secretary of Air, then 
Stuart Symington. 

At the time, Secy. Gray was 
considered the leading sponsor of 
the Grant agency. The contract 
was awarded for six months, and 
was subsequently extended twice. 

In the liquidation process this 
week, Grant was ordered to close 
out the Frankie Laine show ef- 
fective Nov. 4; the Game of the 
Week, effective immediately; and 


the Bill Stern show, which had 
yet to begin. 

It was also ordered to cancel 
all 


Magazine space except 


closing dates had passed, and to 
stop issuing insertion orders. 


@® The services are continuing to 
“staff” public service radio and 
TV shows where time is contrib- 
uted by the industry. These pro- 
grams are not involved in the 
controversy over paid time and 
space. 

The Frankie Laine show was to 
run 39 weeks on 126 CBS sta- 
tions. At the time of the cut off. 
it will have run five weeks. The 
Game of the Week on 285 ABC 
stations was abandoned after two 
of seven scheduled broadcasts. The 
Bill Stern sportscast was to begin 


| a 26-week run on NBC Dec. 1. 


where tions. 


During debate on the conference 
report on the defense bill, Sen. 
Joseph C. O'Mahoney (D., Wyo.) 
made it clear that criticism was 
directed at slick paper magazines 
and expensive pamphlets and 
books, as well as radio and TV. 


® He praised the Navy for obtain- 
ing time free on 1,650 radio sta- 
Sen. O'Mahoney claimed 


Heres vty REILLY PLASTICTYPES: 
depentlabfe 


“The men who deliver the printing 
plates to the pressmen had a good word for REILLY PLASTIC 
PLATES; but deplored spotty quality in some others. Most 
of the trouble comes from the shallowness of the plastics, 
resulting in shallow mold for the newspaper.” 


(From a report in the Western Printer & Lithographer of 
the Pacific Newspaper Mechanical Conference.) 


With the Reilly Duramatrix, full depth is retained, and 
routing depth of 55 thousandths of an inch is guaranteed. 
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testimony by Selective Service of- 
ficials showed that the program 
“is a useless effort.” 

“It was discovered that in many 
instances the Navy and Air Force 
gathered up men just before in- 
duction, and listed them as volun- 
teers. It was not a matter of real 
volunteering at all.” 

Promising a full investigation 
of the program, he said: “If the 
department can make a case JI am 
sure the committee will not ob- 
ject to the inclusion of an ap- 
propriate sum in the next sup- 
plemental or deficiency bill.” (No 
bill can pass, of course, until after 
Congress returns in January.) 

Before the Senate voted, Sen. 
Estes Kefauver (D., Tenn.) 
pointed out that recruiting is not 
merely a matter of attracting men 
who might otherwise be called 
in the draft. 

“I had understood,” he _ said, 
“that in certain cases, notably in 
the building up of the women’s 
groups and the groups of special- 
ists, the advertising recruitment 
program filled a very vital need 
and it had been successful in these 
cases.” 


PEARSON CHARGE LABELED 
MISLEADING AND UNFAIR 
WASHINGTON, Oct. 18—Neither 
Department of Defense nor 
Grant Advertising would com- 
ment officially this week on the 
|statement by Drew Pearson, in 
his network broadcast Sunday, 
limplying some sort of influence 
peddling in connection with the 
recruiting account by Col. Wil- 
liam G. Downs, now an executive 
of Grant. 

Unofficially, however, AA learn- 
ed that Defense Department offi- 
cials and the agency considered 
the attack misleading and unfair. 
Among other things, it was point- 
ed out that Col. Downs had never 
been in a position to exercise any 
important influence on the selec- 
tion of the agency to handle re- 
cruiting, and that he had joined 
Grant more than a year after re- 
tiring from Army service and after 
previously having been trans- 
ferred to an entirely different 
Army assignment. He is now in 
Europe on behalf of the Florists’ 
Telegraph Delivery Assn., a long- 
time Grant client. 

Pearson's broadcast 
the following comment: 


included 


@ “Some time ago Congress ob- 
jected because the Army was 
spending $5,000,000 advertising for 
recruits although recruits can be 
drafted. Here’s a new wrinkle to 
that advertising team 


“The agency that got the big 
Army contract, the Grant com- 
pany, later turned around and 


hired the Army’s Col. William G 
Downs, who gave them the con- 
tract. Of course, the contract was 
later okayed from above, but Col 
Downs now gets from the Grant 
agency $15,000 a vear, about twice 
as much as he made with the Army 
when he threw the big advertis- 
ing contract to Grant. Let's blow 
the whistle on that one, and I pre- 
dict the Army will now cancel its 
advertising deal.” 

The “prediction” about cutting 
off advertising was scarcely world- 
shaking to anyone who had been 
reading the papers, since Congress 
had cut off funds for recruiting 
advertising in the new defense bill 
several days before the broadcast 
was made. 


Chalmers to Davenport 

Frank Chalmers, formerly with 
the radio department of the Lon- 
don office of J. Walter Thompson 
Co., has joined Davenport & Meyer 
Ltd., Johannesburg, South Africa, 
commercial manager, as manager 
of its Lourenco Marques Radio di- 
vision. 


Martree Appoints Jannace 
Edmund Jannace, formerly art 
director of Parents’ Magazine, has 
been appointed art director of 
Marfree Advertising, New York. 
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PRODUCTS SEEM EXTREMELY LAUDABLE... 


Have you ever seen people standing on hard concrete floors 
or sitting on the edge of their seats for half an hour at © time, just 
reading advertising? 


We haven't. 


But here’s something we have seen: People standing on hard 


concrete held in rapt attention by an auctioneer’s magnetic voice. 
Hear this exciting show for executives. 


We have no intention of auctioning off radio time but we 
have decided to take our own advice and use people (of all things) 
to sell radio. As a result, we’ve prepared a kind of transcribed 
radio show for executives. It can only be described as a lavish 
extravaganza. It’s called “This ... is NBC.” 


a A C R qi d i e = | e t we re r k a service of Radio Corporation of America 


-+.-WHEN YOUR ADVERTISING'S AUDIBLE 


“This ...is NBC” features NBC’s 1951 radio stars, re- 
corded from Hollywood to London, a 27-piece orchestra playing 
especially composed music, three sound-effects men, and a factory 
in Harrison, New Jersey. 


But principally “This . . . is NBC” contains an honest, 
realistic appraisal of network radio today—and specifically, the 
radio network that reaches more people than any other advertising 
force in the world... NBC. 


We think that you'll want to know where network radio 
stands today. And we're certain that you'll be entertained by 
“This...is NBC.” So please use your warm, convincing human 
voice to make a date with us. We'll be happy to put on a show for 
you. Call us for a booking today. 
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Direct Mail Replaced 125 Salesmen, 
Sales Went Up 400%, DMAA Told 


MILWAUKEE, Oct. 19—The story 
of how a company fired its 125 
salesmen, relied on direct mail 
to do all of its selling—and in- 
creased sales 400% as a result 
held the interest of Direct Mail 
Advertising Assn. members at 


their 34th annual conference here 
this week 
Paul J. Bringe, sales manager 


of Milwaukee Dustless Brush Co., 
was the speaker. He said experience 


Direct Mail 


has proved conclusively that, for 
his company at least, direct mail 
“is better than personal selling.” 

Milwaukee Dustless Brush has 
been in business for 52 years, and 
for 40 of these it operated with a 
sales force (which totaled 125 men 
at the time the change was made) 
The switch came about, Mr. Bringe 
told the DMAA, partly because 
the salesmen had trouble getting 
to see the purchasing agents of in- 
dustrial concerns during the war 
In addition, the draft had its effect 
on the sales force. 


@ The company couldn't switch to 
direct mail gradually, he said, be- 
cause “we could not very well 
sOlicit orders by mail and then pay 
the additional cost of commissions 
t6 salesmen on those same orders 
’*So, in 24 hours, we changed 
distribution methods completely. 
We sent all salesmen a notice can- 
c@ling their contracts and, on the 
S&@me day, we started sending out 
mail.” 
&For about three months, sales 
dropped steadily. Eventually, how- 
ever, a stepped-up volume of mail 
turned the tide. Business began to 
Climb spectacularly and it has con- 
tinued to climb ever since. Today, 
the only limiting factor is the abil- 
ity of the plant to produce brushes. 


@ Mr. Bringe listed a number of 
advantages “that direct mail dis- 
tribution has given us over our 
former methad of selling”: ” 

“1. It has reduced selling cost 
per unit about 30% while increas- 
img volume four times, and at the 
same time permitting us to use 
far more publication advertising 
than we ever did before. 

“2. We control the sales story. . 

“3. We determine to whom the 
selling message will be directed. 

“4. We control selling effort. A 


EZE-STIK 


selt-Adhesive Bock 
Velour Flock 


CHANGE PADS 


New Styling Proved 
Successful by Field 
Tests and Reorders* 

* Before ordering these 
Change Pads, Carstairs, 
Beech-Nut, Brown & Wil- 
Lamson and others put erial 
runs to exhaustive field rests 
Immediate acceptance by 
dealers and product service 
men won substantial orders 
and re-orders for EZE-STIK 
Selt-Adhesive Change Pads. 


EZE-STIK CHANGE PADS ARE 


MOGERN — Lie flac on counter — 
no interference with package 
wrapping. Space saving 
ATTRACTIVE — Monochrome or 
multicolor flocking. Eze-Suk 
selt-adhesiwe back sticks to any 
smooth clean surface and 
remains indefinitely 
VERSATILE —Can be used on 
walls, murrors, cash regiscers 
other store locations, 

Get the facts... write or coll us. 


EZE-STIK PRODUCTS CORP. ~~ ~~] 


4 Dept AA, 424 West 33rd Street, N.Y 1 N.Y | 
l Please send us samples ong peices of EZE 

| STIK Selt-Adhesiwe Change Pads | 
! Mame | 
H fom | 
| Address 1 
| | 


Scsecschennbanntan ainsi entinencyahivainiaeall 


that I 


piece of maii...never has a per- 
sonality problem or a backache. 


“5. Cost is controllable and by 
mean that 


“6. Mail gets in where men can- 


if we want to 
eliminate all selling effort for 60 or 
90 days, we can do so... 


not...and at small cost in com- 
parison to persona! selling. 

“7. Direct mail has given us an 
acceptance among customers and 
prospects that we feel we could 
not have attained by any other 
method.” 


@ Mr. Bringe said that the unusual 
selling operation ignores many 
orthodox concepts such as testing, 
in the normal sense. 

“We believe,” he said, “that any 
direct mail appeal whose success 


is dependent upon such things as 
size of envelope, color of stamps, 
color of envelope and all the other 
little variables is not a very strong 
one and needs major overhauling.” 
In place of testing, he declared, 
“we use market knowledge based 
on past experience.” 

“Another rule we do not fol- 
low very carefully is the direct 
mail calendar...When we send 
out mail and how heavily depends 
on how large a backlog we have 
at any given time. We want to 
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maintain that backlog at a con- 
stant level.” He added that Decem- 
ber mailings pulled just as heavily 
as at any other time. 


8 William Baring-Gould, circula- 
tion promotion manager of Life, 
made a strong plea for ignoring di- 
rect mail “rules.” 

“I honestly can't believe,” he 
told the meeting, “that we’re ever 
going to write that better copy— 
those better letters, and by better 
I mean more resultful—until you 


~ 
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and I and every one of us sets the same way so large a part of the about the news. Another 30% is better than a regular letter. It user benefits. 


out to break a few more of those time.” used to plug Time and Life as good usually has to pull a whale of a With this background, he said, 
‘laws’ that might better be called places to read or see the news and lot better.” “all you have to do is to keep these 
Straitjackets on the creative @ As alternatives, he suggested about 10% is devoted to action few points in mind and you can't 
imagination. Let’s not break all letters slanted toward a prospect's getting. But he called this pattern # Earle A. Buckley, president of miss: Y 4. i 
the laws, of course. But as for the vocation, sex, marital status or the a philosophy, rather than a for- the Buckley Organization, Phila- “1. Keep it simple. 
ones we do break, let’s not just part of the country he lives in, and mula, and illustrated the ways in delphia, said that resultful letters “2. Keep it sane 
. break them, let’s fracture them. offered examples of Life, Time and which letters violate the pattern. are based on knowledge of selling “3. Keep it clear, understandable. 
i “I can't help wondering,” he Fortune letters designed in this On the subject of trick letters, psychology, advertising and peo- “4. Keep it specific. 
said, “if a rather large part of the way. he warned that “we've found that ple, plus specific knowledge of the “5. Keep it believable. 
American public that buys by mail Typically, he said, Time and no trick or gadget is effective un- job you want your letter to do. “6. Keep it appropriate. — 
isn’t getting just a little bit fed Life letters seek to establish a mu- less it grows logically out of the Next, he said, the writer should “7. Keep it informative. 


up with beirg attracted, interested, tual interest in the news, then talk copy theme” and added, “It’s not be sold on what he is selling and 

aroused and activated in so much —for about 60% of the letter— enough for such a letter to pull must translate sales features into Boston Gets TV Color Sets 

. First CBS-Columbia color tele- 
vision sets for consumer use have 
been delivered in Boston to Hub 
Distributors Inc. On Oct. 13 a 
color telecast of the Army-Dart- 
mouth football game was shown, 
via WNAC-TV, in leading depart- 
ment and other retail stores in 
and around Boston. 


Minter Joins Leo Burnett 


Gordon Minter, formerly direc- 
tor of radio and television pro- 
ductions with KTLA-TV, has 
joined the West Coast office cf Leo 
Burnett Co. to assist in handling 
film productions. 


the Herald-Express 
Stickville@ 


OAK- HYTEX 
BALLOONS 


: wuhin 2. Why? ws Use 
B there anynay! 
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WE CONCENTRATE our circulation in 


the population- packed Los Angeles 
ABC City Zone where more than 70% 


of all retail sales are made. 


Colorful! 


Appealing! 
Low Cost! 
T, ha t's why nI1Se * the Los Angeles ABC City Zone covers on ored Include OAK-HYTEX BAL- 
= of approximately 500 square miles! In popu- LOONS in your 1952 advertis- 
ad verti sers concen trate t he ir lation it exceeds corporate Philadelphia, and ing and sales promotion pl 


in retail sales is exceeds the cities of Phila- 


delphio and Cleveland combined! They ace eltective in Genp 


ways: 
PREMIUMS:GIVE AWAYS: IN- 
TRODUCE NEW PRODUCTS 


. CONVENTION SOUVENIRS 

a Senchg RADIO OFFERS*+ SPECIAL 

; SALES + ANNIVERSARIES 
Write today for 


e xX > oe details. 


A Pa 
Evening NEWSpaper” SE ees Ca 
MOLONEY. REGAN AND SCHMITT, INC, paeieaiens 


advertising in the... 


We'll be glad to give you the 
benefit of our long experience. 
—— 
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A Sad Spectacle 


The maneuvers which have been taking place in Congress with 
regard to Army and Air Force recruiting advertising, and Treasury 
expenditures for advertising, must make everyone in advertising 
and selling feel most of the symptoms of nausea. 

They exhibit such a woeful lack of understanding of the basic 
principles of advertising, and such a complete misconception of the 
Mechanics of the business, that any advertising man who takes them 
lightly, because he himself does not happen to be directly affected, 
Should have his head examined. 

) The situation has all the aspects of a comedy of errors, except that 
it also has the deepest underlying significance 

In the Senate appropriations committee, for example, a proviso 
Was adopted to prevent the Treasury from spending any funds for 
@civertising It required all the persuasion of Sen. Styles Bridges to 
€onvince the Senate that the Treasury was spending a modest amount 
@f money in providing mats, scripts and other material to be used in 
Acdivertising whose complete cost was donated to the Treasury by in- 
The Treasury 


and has not bought any since the early ‘30s, when it 


dividual advertisers and advertising media does not 
Buy advertising 
fan some space, briefly, for Baby Bonds; instead, it is and has been 
the 


Private industry 
The Army and Air Force recruiting advertising argument was al- 


recipient of an enormous amount of advertising contributed by 


most equally ridiculous. House and Senate conferees on the defense 
Gill wrote into the legislation a proviso that no recruiting funds could 
be spent for advertising. The reason, as nearly as anyone could de- 
termine, seemed to be that the members of the conference committee 
did not like the talent appearing on two network radio shows for 
the recruiting program! 

We are no authority on the subject of radio talent, but we doubt 
that this group of Senators and Representatives is any better equipped 
in this direction. The important point is that recruiting advertising 
has apparently done a good job of accomplishing its objective, and it 
is pretty silly to slap it down because the timbre of some crooner’s 
voice ddes nef meet the delicate sensibilities of some congressional 
ears - . 

The advertising business individually and collectively, certainly 
has a job to @» on the country’s lawmakers—a job of education and 


explanation i» 


The Adveftising In-and-Outer 


The study by Good Housekeeping showing that 90% of the adver- 
tisers in eight big-circulation consumer magazines use less than four 
insertions in a 12-month period, is further indication of the fact that 
there are too many in-and-outers among advertisers. Previous studies, 
notably oné ‘trade of national advertising some years ago by the 
Daili¥ Oklahoman, have indicated even more shocking conditions 

The problem here is not-dne of continuity, in the conventional 
It is a much 
half 


simply do not represent a 


sense in which this term:is used in the advertising field 
Four 


year in a daily newspaper 


simpler thing insertions a year in mass magazines—or 
a page per 
sufficient amount of advertising pressure applied against a market 

Whether continuity of and by itself is important or not is beside 


the point. The réal problem is whether any advertising “campaign” 
can make an.jmpression on any audience when it appears so infre- 
quently and sa haphazardly 

After all, ho vacuum exists in the market while any particular ad- 
vertiser is waiting for his next message to that market to appear. Some 
one else is making a pitch for those available dollars—perhaps with 


a completely different kind of product or service. 


COM Peake Laverprien tee 
le Ge mere 


“Sorry, I'm in no condition to prescribe for the world’s ills . . 


| just got here!” 
lichty, Chicago Sun-Times 


What They're Saying 


| Spare the Big Black Brush 


| ers 
| pions 


} 
ings in 


A [Better Business| Bureau can 
be only as strong as the interest 
and support of the business lead- 
While the organization cham- 
morality and honest deal- 
business-—-good public re- 
lations—at the time it re- 


flects the extent to which business 


same 


| in the community believes in these 


| their charges 


Better Business Bureau principles 


and its willingness to maintain 


and propagate them 

All too often today, one hears 
business condemned for alleged 
double standards and a lack of 


public consciousness. I cannot help 
but feel that while there is some 
justification for criticism, basical- 
ly the condemners and critics fail 
to practice the art of being chari- 
table in their expressions. Far too 
often they are so anxious to make 
a dramatic impact, all resemblance 
of proper perspective is lost in 
Let assure you 
that I am not advocating the white- 
wash of any malpractice of busi- 
But I 
justice in painting the whole busi- 
ness system with a big black brush 


me 


ness do insist there is no 


on evidence of wrong-doing by a 


few. 

Victor H. Nyborg, president, Assr 
of Better Business Bureaus, at the 
36th annual meeting of the Indiar 
apolis BBB. 

Why Not All Business? 


Price Stabilizer Michael V. Di- 
Salle is quoted in a recent official 
press release as saying that every- 
thing should be done to help small 
business understand and comply 
with regulations 

With just this little bit of edit- 
ing, his statement would announce 
a principle so sane and reasonable 


that it is commonly overlooked 
“Special concern for (sm)all 
business must take the form of 


writing regulations in the simplest 
language, with an adequate com- 
prehension of (sm)all business 
problems, so as to help (the sm)all 
business men understand and 
comply with them, and to reduce 


bare minimum the clerical 
burdens imposed.” 


Action, 
Chamber of Commerce 
States 


to a 


Business published by the 


of the United 


Market Contusion 

The current business situation is 
be difficult to 
describe in any single phrase. Per- 
haps the sharpest contrast is be- 
tween the markets for consumer 
durable goods and for capital 
In the market for consumer 
goods, retail sales are still disap- 
pointing compared with the avail- 
ability of supplies. 

In capital goods, on the other 
hand, plant and equipment pro- 
grams are so large as to be ham- 
pered by shortages of certain con- 
struction materials and machinery, 


so confused as to 


goods 


despite capacity operations by 
manufacturers of machinery and 
equipment. .. 

October “Business Comment”  bul- 


letin of Northern Trust Co., Chicago 
Tendency 

Because of the flush condition in 
our industry, there is bound to be 
a tendency to sit back and use a 
minimum of sales effort. I don’t 
have to tell you about the serious 
effects which such a letdown can 
have on an individual or an organ- 
ization. Most of us in this room, out 
of our own experience, can point 
to concerns whe failed simply be- 
cause they couldn't stand prosperi- 
ty. 

Leslie B. Worthington, president, U. S 


Steel Supply Co.. speaking at the 
Sales Executives Club of Cleveland 


Lite Saver 

A well-known aperitif company 
has donated a life-saving buoy to 
all of France’s beaches, reports 
the Continental Daily Mail. 

The buoy, equipped with a bottle 
of oxygen, can remain in the water 
for several hours. 

When a drowning man grabs it, 
he will be able to read on the 
side: “Such-and-such’s aperitif is 
much better than water.” 


—Advertisers Weekly, London. 
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| Rough Proofs | 


An advertising gal looking for 
a new agency connection says she 
“thinks like a man.” 

Maybe she'd be just as well off 
if she thought like a woman. 


e 

“For many years,” says Com- 
mander McDonald, Zenith’s dy- 
namic president, “my hearing has 
been impaired.” 

For salesmen who don't like to 
hear the prospect say “No,” this 
may not be a handicap. 


After their tremendous drive to 
win the National League pen- 
nant, the New York Giants could 
have matched the miracle Boston 
Braves of 1914, but unfortunately 
| the Yankees refused to cooperate. 


The Department of Justice is 
suing the football pros because of 
limitations on the broadcasting and 
| telecasting of their games, an ac- 
tion which must make the mem- 
bers of NFL feel pretty indispens- 
able. 


Frank Tripp the daily 
newspaper is the poor man’s uni- 
versity, and possibly those erudite 
columnists on the editorial page 
are the lecturers in the postgradu- 
ate department. 


says 


“Attorney tells how to prevent 
account piracy,” headlines the 
world’s greatest advertising jour- 
nal. 

Any way you figure it, some 
smart lawyer gets a new client. 

7 

A manufacturer of sales tools is 
looking for a New York rep who 
“wants to start earning imme- 
diately, build income rapidly and 
be home every night.” 

But suppose he doesn’t want to 
be home every night? 


+ 
In 1919 Will K. Kellogg, the in- 
ventor of corn flakes, took a party 
of food editors for a plane ride, 
and served a_ luncheon built 
around his products. 
Even then food editors seemed 
to live high. 
7 


In cutting off funds for the 
Army and,Air Force recruiting 
program, congressmen showed an- 
noyance at having to pay for radio 
time to broadcast Frankie Laine’s 
music. Maybe they want him to 
join a GI band. 

o 


Good Housekeeping points out 
that advertising in both maga- 
zines and newspapers follows an 
inadequate frequency pattern. 

Most of the accounts do just 
enough to have something to “mer- 
chandise” to their dealers. 

* 

In order to prove that there are 
some questions it’s unnecessary to 
ask, Station WAVE shows an in- 
quiring reporter seeking answers 
to the query, “How do you spend 
your time?” and interviewing an 
expectant mother surrounded by 
five members of her brood. 

e 

A producer of merchandising 
displays describes his products as 
“maddeningly irresistible.” The ir- 
resistible is maddening only when 
it’s unattainable. 

Copy Cus. 
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In the first 9 months of 1951 


The Philadelphia Pnguirer 


is x 
published 26.684.790 | 
lines of advertising 

This is a lead of more than 4,770,000 lines over the see- ef 

ond paper—and is the largest volume ever published Y 
by any Philadelphia newspaper in any similar period. i 

In Philadelphia. The Inquirer is FIRST 4 
in National—Retail—Classified ae 

and Total Advertising 

Source: Media Records or 
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delphia Pre 


Now in ifs 1&th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wocker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 


Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery Street, San Francisco, Garfield 1-7946 © 1127 Wilshire Bivd., Los Angeles, Michigon 0259 
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Lees Becomes 
Regular User of 
CBS Colorcasts 


New York, Oct. 18—Color tele- 
vision this week signed its first 
regular program sponsor. 

Starting Oct. 29, James Lees & 
Sons Co. will carry thrice-weekly 
participations on the “Mike and 
Buff” telecast over CBS-TV. This 
is the first advertiser to be lined 
up for a regular series since Col- 
umbia received the go-ahead on 
commercial colorvision at mid- 
year 

Commercials for Lees carpets 
will be integrated in the show, 
which stars Mike Wallace and his 
wife, Buff Cobb. The program is 
aired Monday through Friday from 
10:30 to 11 a.m., EST. D'Arcy 
Advertising Co., agency for the 
sponsor, has been assured of cov- 
erage on stations in New York, 
Washington, Baltimore and Bos- 
ton. Philadelphia also may come} 
along | 

This represents a debut in the 
medium for Lees, which has never 
sponsored b&w TV. 


@ General Foods Corp., through 
Young & Rubicam, presented a 
special color show, starring Jackie 
Kelk, to introduce its new Jell-O 
coconut pudding to food editors. 

Meanwhile, CBS announced fur- 
ther plans for expanding its color 
program schedule. Its first Sun- 
day offering—to be seen starting 
Nov. 11 at 1:30 p.m., EST—will be 
a full-hour, high-price production. 
To be aired on alternate weeks, the 

rogram will be titled “Broadway's 
Sst " Each program will be han- 
Gled by a different producer; 
among them will be Max Gordon, 
Leland Hayward, Otto Preminger 
gand John Shubert. Format will 
Tange from variety through musi- 
al comedy to opera 


® Coincidentally, Columbia's 
Strongest adversary on the color 
TV front had a busy week. The 
New York public, which can pick 
up RCA experimental color shows 
On monochrome on their home 
gets, were getting their first look 
at RCA color in color. Three pro- 
grams were being presented daily 
im the lounge of the Center Thea- 
fer here. 

The press, representatives of the 
motion picture industry, theater 
owners and broadcasters were in- 
vited to see the same programs on 
a theater-size (9°x12’ in this case) 
screen. Three projector tubes were 
used in this demonstration. Ex- 
ecutives said the projector was a 
refinement of one which was ex- 
hibited some years ago 

Though Federal Communications 
Commission approval is not re- 
quired for the use of RCA color 
for theater airing on a closed cir- 


DO YOU NEED 0 advertise to 
western heavy-duty truckers in Califor- 
nia, Oregon, Washington, Idaho, Ne- 
vada, Utah and Arizona? 
WESTERN TRUCKING NEWS 
SERVICE (established 1937) is the 
most economical way to cover this field 
and carries advertising of such firms as 
White, Diamond T, Reo, Utility, Budd, 
Kenworth, Peterbilt, Cummins, Fuller, 
Shell, etc. 
We will be pleased to send you a sam- 
ple copr. advertising rates and sales 
talk which is brief. Since we are nor 
listed in SR&D this is the only way 
you will ever hear of our publication. 
Also, our low rates do not permit the 
yment of either agency or cash 
iscount. 


If you ave interested, write 


$s, D. MeFADDEN NEWS BUREAU 

7 Front Street + Son Francisce 11, Calif. 
~ Also publishers of 

WESTERN PACKING NEWS SERVICE 


(Advertisement) 


cuit basis, its advent in movie 
houses is not just around the cor- 
ner. The unit shown this week is a 
prototype and the only one. A 
spokesman for the company said 
its large-screen color equipment 
will not be available for purchase 
for several years. 


Davis to Rochester Tech 

Alfred L. Davis has been named 
director of public relations at 
Rochester Institute of Technology, 
Rochester, N. Y., a newly created 
post. 


Names Mary Caparelli 


American Lithofold Corp., St 
Louis, has appointed Mary A. Cap- 
arelli to manage sales promotion, 
publicity and public relations for 
its eastern division. Miss Caparelli 
was previously assistant advertis- 
ing director with Natcon Indus- 
tries, New York. 


Dave Hogmer Joins Grey 
David S. Hogmer, formerly with 
Duane Jones Co., New York, has 
joined Grey Advertising Agency, 
New York, as space director. 


Trailmobile Boosts Peterson 
John J. Peterson, Buffalo branch 
manager, has been promoted to 
eastern division manager of Trail- 
mobile Inc., Cincinnati, manufac- 


turer of truck trailers. He will 
make his headquarters in New 
York. 


Owen Joins Rockwell Tools 

Samuel P. Owen, formerly with 
Marsteller, Gebhardt & Reed, Chi- 
cago agency, has been appointed 
advertising manager of Rockwell 
Tools Inc., Columbus, O. 
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KBIG Joins Broadcasters 

KBIG, Catalina Island, has join- 
ed the Southern California Broad- 
casters Assn. as its 60th member. 
The station, which has just gone 
into operation, will broadcast on 
10,000 watts daytime on 740 kc. 


Reeves Named to New Post 

Lockwood & Gordon Theaters, 
Hartford, New England film thea- 
ter circuit, has appointed Robert 
Reeves advertising consultant to 
theater managers, a newly created 
post. 
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Baker Goes Ahead 
with Measurement 


of Radio Audiences 


New York, Oct. 19—When Dr. 
Kenneth H. Baker, formerly re-) 
search director of the National’! 
Assn. of Radio & Television Broad- 
casters, announced plans for a na- 
tionwide measurement of radio 
station audience and coverage last 
month, he set Oct. 15 as the day 


of decision for broadcasters who 
are being asked to finance the 
study. 


® Yesterday Dr. Baker said that 
the response had been sufficient to 
enable him to go ahead with plans 
for the project. As projected, the 
survey will be handled by Stand- 
ard Audit & Measurement Services 
Inc., a new company headed by 
Dr. Baker. It will be patterned 
after the studies of the Broadcast 
Measurement Bureau, which he 


directed during the last days of 
the tripartite group. 

Earlier the researcher indicated 
that a minimum of $800,000 in 
contracts from stations would be 
needed before the measurement 
could be launched. 

This week Dr. Baker said that 
financially Standard Audit is in 
“good shape.” An announcement 
with details on the study will be 
made by Nov. 1—the date for be- 
ginning ground work required for 
spring field work, he added. 


Kreml Shifts trom Erwin, Wasey to Dreher 
But Wasey Says It Has Foreign Account 


New York, Oct. 18—R. B. Sem- 
ler Co., New Canaan, Conn., manu- 
facturer of Krem] hair prepara- 
tions, has appointed Monroe F. 
Dreher Inc. to handle its advertis- 
ing, effective Jan. 1. 

Erwin, Wasey & Co., which has 
handled Krem! since 1929, when 
it was first introduced, has an- 
nounced that it will continue to 


Some enthusiasts are probably already editing 
Shakespeare to make him say “all the world’s a television 
stage.” Things happen fast, furiously, and that 
fantastically in the radio-TV world. People in it are hard 
put to keep up, even with themselves. So they follow one 
simple and rewarding rule. They read Jack Gould. 


In the five years Jack Gould has been covering radio and 
television for The New York Times, he has hit the front 
page time after time with scoop after scoop. In fact, as 
industry top brass will sometimes admit, he even scoops 
them on their own companies’ activities! In the business, 
Jack Gould is a must. 


Almost 20 years of chasing news—from general assignment 
to amusements, up Tin Pan Alley, down Shubert Alley, 
in and out of research labs, and now in the air itself — 
have strengthened in Jack Gould the resourcefulness, 
persistence, and imagination it takes to do this kind of 
alert and vigorous reporting. Variety, awarding him a 
special citation this year for his constructive efforts for 
better TV programming, called him the “forceful 
conscience” of the industry. 


You'll find a lot of good reporting in The Times... because 
The Times has a lot of alert and vigorous, perceptive 

and knowledgable reporters and editors like Jack Gould. 
They team together to form the biggest and most 
versatile staff, produce the biggest news report of any 
U.S. publication. 


Not long ago, for instance, The Times published a 
report on the fmpact of TV on U.S. life. It was a big 
assignment. To cover it, more than 100 Times reporters 
and correspondents were mobilized into one big nation- 
wide fact-finding team to work under Jack Gould's 
direction. The report, put together by Jack Gould, is 
something people both in and out of the industry are still 
talking about and asking for. 


*Readers like The Times because they get more out 
of it. It is an alert and vigorous newspaper, different 
from any other, more informative, more interesting. And 
when readers get more out of a newspaper, advertisers 
get more out of it, too. That’s why advertisers make 
The Times their principal medium in the world’s principal 
market. There’s a lot about The Times today you ought 
to know. May we tell you? 


185i HUNDREDTH ANNIVERSARY 19S! 


ree 3900+ ars eel 


one of a series about the people who make The New York Times “America’s most distinguished newspaper” 


Ss, | The New ork Times 5” J 


advertise Krem! products in Eng- 
land, South Africa and Australia 
with greatly increased appropria- 
tions 

At the Semler office in New 
Canaan, AA was told that a new 
advertising program is being pre- 
pared by Dreher. A representative 
of the company, who declined to 
be quoted, said that the client, not 
the agency, severed the 2l-year 
association, but declined to explain 
the matter further 


® Referring to the Erwin, Wasey 
announcement that it will continue 
to advertise Krem! products 
abroad, the Semler spokesman ex- 
pressed surprise but declined com- 
ment. 

At Erwin, Wasey, George E 
Wasey, v.p., told AA that he had 
no comment. He confirmed the 
fact that Krem! products were first 
advertised through Erwin, Wascy 
in 1929, but refused to add any- 
thing to the announcement that the 
agency had severed connections 
with Semler. 

Semler, last summer, dropped its 
radio newscasts and expanded 
newspaper advertising, using pa- 
pers in 90 markets and adding 30 
Sunday newspapers (AA, July 31). 


Boylhart-O’Connor Named 
Boylhart-O'Connor, Los Angejes 
agency, has been named to direct 
radio and newspaper advertising, 
sales promotion and public reja- 
tions for Sun Vertikal Blinds, Los 
Angeles. ; 


Betty Owens Joins Arndt 

Betty T. Owens, formerly in the 
public relations department of - 
Brothers, Philadelphia, has been 
appointed director of consunjer 
publicity and public relations for 
John Falkner Arndt & Co., Philp- 
delphia. 


PANTAGRAPH 


READERS BOUGHT 
from V/y to Vo 


) 
MORE | 


. . than the readers in four 


Illinois markets with over 50,000 
population. Don't let the magical 
50,000 population" limit stop 
you from reaching over 130,000 
consumers in the rich Panta- 


graph Market 


7th LARGEST 


RETAIL SALES MARKET 
IN ILLINOIS... . 


$130,849,800* 


Be Market-Wise... 
Buy Market Size! 


*Copyright 1950 Soles Monagement Survey 
of Buying Power, further reproduction not 
licensed. Chicago excluded in al! compari 
sons 


You're Market-Wise when 
you advertise in... 


Represented by Gilman, Nicoll & Ruthman 
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The Elks Magazine is read and owned by one of Ameri- 
ca’s most selective male mass markets—over | 000,000 
mature men with family incomes tusce the national 
median. Elks in 1580 trading areas that blanket the 
country are local leaders who have reached the age of 
discrimination, with pocketbooks to match. They can 


afford to buy more ... more often. 


THE 


New York - Chicago - Los Angeles + Detroit « Seattle 


1011,687 Zier 


2 
—a mass market % 
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WORCESTER... Sot 


Month after month, from last 
January to October, Worcester 
has stayed a preferred 
City-of-the-Month in Sales 
Management's Retail Sales 
Forecasts*, exceeding the 


For 10 
Straight 
Months 


national index ten consecutive 
times. Expected retail 
sales in Worcester this month 
of $21,480,000 will better those 
of October 1950 by 7.8%. 


WORCESTER gs 


im 


Hit a high point in sales of your an 
product here in the prosperous _2. intensive 

Worcester Market through consistent newspaper 
coverzge 


advertising in the Telegram-Gazette, the 
newspapers that blanket the area. Daily 

circulation in excess of 150,000. Sunday 

over 100,000. 


*Copyright: Soles Management 


The TELEGRAM -GAZETTE 


SVORCESTE R, MASSACHUSETTS 


f _ ~ GeorGe F BooTm Publisher- 
‘wovoney, REGAN & SCHMITT, INC. NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


| dio 


Supreme Court Will 


Rule on Transit Radio 


WASHINGTON, Oct. 15—-The Su- 
preme Court today agreed to re- 
view an appeals court decision out- 
lawing transit radio 

The court's decision, to come 
arly next year, is expected to 
provide a final answer to litiga- 
tion 


which has been under way 
nearly two years. 
The issue reached the court 


after the appeals court here ruled 
last June that commercial pro- 
grams carried on streetcars and 
buses of the Capital Transit Co. 
involve “forced listening” which 
“infringes the constitutional rights” 
of riders 

Local residents, who fought 
transit radio through a hastily or- 
ganized Transit Riders Assn., 
joined Transit Radio in asking the 
Supreme Court to take the case in 
order that final determination 
could be made 

Radio Cincinnati, and transit ra- 
groups from other cities, 
sought to intervene as “friends of 
the court” but their motions for 
permission to file briefs were re- 


jected by the court 
‘ 


;@ The 


case originated Dec. 19, 
1949, when the Public Utilities 
Commission here refused to stop 
plans for transit radio broadcasts 
which had been worked out by 
Capital Transit Co. and Washing- 
ton Transit Radio, using facilities 
of WWDC-FM. 

Protests of the riders’ group 
were dismissed by the district 
court. Subsequently, a three-judge 
panel of the court of appeals 
adopted an opinion by Judge Hen- 
ry Edgerton holding that the Pub- 
lic Utilities Commission should 
have protected riders from being 
forced to listen to broadcasts 


Willys-Overland Boosts 
H. L. Swan, D. H. Smith 


Willys-Overland Motors Inc., 


Toledo, O., has promoted Harry L 
Swan, in charge of advertising for 
the company since 1946, to adver- 


Don H. Smith Horry L. Swan 
tising and merchandising director. 


Don H. Smith. regional sales 
manager in the company’s seven- 
state southeastern region, has been 


promoted to sales promotion man- 


ager 


NBC Shitts McAndrew, 
Juster and DeLozier 
Eugene E. Juster, director 
integrated services for NBC 
Washington, has been named man- 
ager of the network's owned and 
operated Washington stations, 
WRC, AM and FM, and WNBW- 
TV. His appointment followed the 
naming of William R. McAndrew, 
former general manager of the 
stations, as director of public af- 
fairs for NBC-TV 
Previously sales 
WNBW, Charles M. DeLozier 
named assistant general 


of WRC and WNBW 


of 


manager 
was 
manager 


U. S. Steel Boosts Graet 

United States Steel Supply Co., 
Chicago, subsidiary of United 
States Stee] Corp., has promoted 
Henry P. Graef, assistant mana- 
ger of the commercial research di- 
vision, to commercial research 
manager of the geperal sales de- 
partment. 


Heinley Names Kellogg Co. 
Heinley Mastercraft Products, 
Santa Monica, Cal., has appointed 
Edward S. Kellogg Co., Los An- 
geles, to handle its advertising. 


' 


in | 


of 


WA 


Frank A. Lederle, Chicago manager of Haire Publishing Co., had 
the pleasant experience of acquiring two beautiful daughters-in- 
law within a few weeks. His son, Louis J. Lederle, married Eleanor 
Selinka, a Chicago advertising agency girl, Sept. 23, and Frank 
Jr. was married Oct. 13 to Janet McGanney, of San Mateo, Cal... 

It will be a winter wedding in Portland, Ore., for Margery K. 
Kendall (Carvel, Nelson & Powell agency) and Henry G. Greybrook, 
according to the announcement of her parents, Paul Kendall (ad 
mgr., West Coast Lumbermen’s Assn.) and Mrs. K...Marriages in 
the eastern adbelt include those of Theodore S. Watson Jr., on the 
staff of the Charles W. Hoyt agency, to Mary S. Hayes, and David E. 
Greninger of the Bridgeport Post's circulation department to 
Ruth A. Jones, who is in the sales promotion department of Bridge- 
port Brass Co.. 

When Th A. Tr b . general manager of Finishing Publi- 
cations, New York, completed 50 years of continuous service to the 
company not long ago, P. H. Langdon, assistant publisher, pre- 
sented a defense bond and a silver bow] bearing an appropriate 
inscription. Mr. Trumbour’s 1901 start was on Aluminum World, 
which later became Metal Industry, and still later, Metal Finish- 
ing. 


CAKE AND CANDLES—When the Buckley Organization, Philadelphia agency, cele- 


broted its 30th anniversary, the staff got three surprise birthday cakes, “big, bigger 

and biggest” for the Buckley clan. Earle A. Buckley, president, and his 30-candle 

cake is flanked by o six-candler and eldest son Jim Buckley, service director, and 
@ two-candler for youngest Buckley, account executive Earle A. Jr 


It’s been a busy fall for Ed Arndt, account exec at Mullen-Nicolin, 
Minneapolis agency. He was captain of the Crusade for Freedom 
motorcade that toured Minnesota and North Dakota, and spoke on 
the Crusade’s drive in several dozen cities. . 

The board of the Oregon Mutual Savings Bank has elected a new 
director: Milton A. Foland, manager of the Portland office of Pa- 
cific National Advertising Agency ... Another new director is Court 
Conlee, the Milwaukee Journal's promotion manager, elected by the 
Milwaukee Yacht Club... 

John E. Murphy, p.r. director at WCKY, Cincinnati, was honored 
at a Cuvier Press Club luncheon Sept. 28 for his outstanding activity 
in the field of outdoor recreation. He was commissioned a Kentucky 
Colonel, too, by Governor Wetherby. Among other jobs for the cause, 
Johnny is president of the Kentucky Outdoor Assn., chairman of the 
conservation education committee of the League of Kentucky 
Sportsmen, and president of the Northern Kentucky Federation of 
Kentucky Sportsmen. . . 

Hankering for mail from his friends is Byron H. Geodwillie, for 
years eastern manager of Scripps-Howard Newspapers. The good 
news is that he’s completely recovered his health and would like to 
find some letters in P.O. Box 1668, Tucson, Ariz. . 

Frank Quinn, perennial bachelor, former sales manager of KLZ, 
Denver, and now at KOB, Albuquerque, said “I do” last month 
to Eileen Flynn in an Albuquerque ceremony... And in Portland, 
Ore., Allan Clark, sales promotion manager of the Portland Gas & 
Coke Co., married Irene Haws. . 

There was a triple celebration for the Manchester and Nashua, 
N. H., offices of Profile Advertising, Oct. 11, featuring a theater 
party in New York. That week marked the fifth anniversary of 
the agency and the birthdays of its president, Falko M. Schilling, 
and Nashua office manager Paul Sheldon. . 

Friends of C. A. Patterson, American Restaurant's publisher, 
will be glad to know that “Pat” was released from the hospital 
earlier this month following a second cataract operation and suc- 
cessful recovery...The Chicago Junior Assn. of Commerce and 
Industry gave its “Through Work to Honor” award to John Rand, 
copywriter at Foote, Cone & Belding. The citation was made for 
his work as editor of the “Jaycee” magazine and numerous civic 
activities. .. 

The Adclub of Oakland, Cal., gave a testimonial luncheon for 
Helen O'Neil (Mrs. William Glascock in private life), Oakland 
manager for Fielder, Sorensen & Davis, who has just begun a 
partial retirement from her job to spend all but a week of each 
month at her country home. The party was in charge of Helen 
Augsburg Kennedy, partner of Pacific Advertising Staff, Oak- 
land agency, and speakers included “Chuck” Collier, exec. v. p. 
of the Advertising Assn. of the West, and William Fielder, E. W. 
Sorensen and Harrison Davis, principals of the agency 
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* Cardboard Disploys 
* Animated Displays 
* Econo Truck Signs 


We said, young man, that advertising 
at the point-of-sale is the vital link in 
the marketing program. 

We don’t blame you for being skep- 
tical. Experienced marketing execu- 
tives older than you often get less than 
they should from this powerful “‘pay- 
off advertising.” They do a superb job 
through every phase of marketing 
their products and suddenly find a 
competitor pushing them around with 
a red hot point-of-sale idea. 

It’s our business to make advertising 
at the point-of-sale work. Our nation- 
wide organization is staffed with 


* Cloth and Kanvet Banners and Pennants 
* Mystik Self-Stik Displays 
* Mystik Can and Bottle Holders 


* Stanzall Outdoor Signs 
+ Mystik Self-Stik Labels 
* Booklets and Folders 


experts specializing in this field. Our 
clients usually find their products tak- 
ing top honors for attention at the 
point-of-sale. That means sales! 

We can do the same for you. We can 
build better advertising at the point- 
of-sale for your product, from idea 
through final production—a year 
around program, a campaign or a 
single display. 

Get us started today simply by 
telling your secretary to drop us a 
line. Chicago Show Printing Co., 
2640 N. Kildare Ave., Chicago 39, Ill. 
400 Madison Avenue, New York. 


Advertising at the POINT-OF-SALE 
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Fair Trade Attacks 
Hurt Advertising, 
Wachtel Declares 


New York, Oct. 16—“An attack 
against fair trade is an attack 
against advertising itself,” accord- 
ing to W. W. Wachtel, president of 
Calvert Distillers Corp 

This is true, he told a luncheon 
of the New York chapter of the 
American Assn. of Newspaper 
Representatives producers 
of fair trade merchandise account 


since 


for about half the total U. S. ad- 
vertising volume 

Mr Wachte! predicted that 
brand names next year will be 


backed by record linage and ad- 
vertising budgets. “Because of 
rate costs newspaper 
expenditures will have 
ise 9.2 for the same lin- 
ige purchased in 1951,” he added 


rising alone 


next vear 


to incre 


® Pointing out that business ac- 
tivity is going at the rate of $320 
billion and promises to go higher 
in 1952 


Mr. Wachtel said: “If the 
rate of advertising expenditures 
comes to 3%, which is about nor- 
mal, the dollar volume in 1952 
vill total $9.6 billion. This is 
ubout $4 billion more than was 
spent last year.” 

He declared that “brand names 
with their huge advertising in- 
vestment must have the protec- 
tion of effectively enforced fair 


tfade because in the period ahead, 
More than ever before, the mar- 
k@ting of standard brands will be 
iMportant to coping with infla- 
tion.” 

He said studies have shown that 
band name items “always resist 
the pressure of hfgher costs and 
Material and are the 
laBt commodities upon which prices 
a®e increased or quality lowered.” 


shortages, 


@ He called on Congress to amend 
the Miller-Tydings law and per- 
mit interstate producers to hold 
mpn-signers to fair trade contracts 
Under the 45 state fair trade laws 
a written. 

Mr. Wachtel thought it incon- 
GBivable that the Supreme Court, 
by its recent ruling, “intended to 
ifvalidate the fair trade laws of 
s@veral states’ which were enacted 
by the elected representatives of 
Millions of peopie.” 


Northern Boosts Three 


Northern Paper Mills, Green 


Bay, Wis., manufacturer of paper 
towels and toilet tissue, has pro- 
moted Robert J. Turek, assistant 


advertising manager, to advertis- 
ing manager. John O. Fogarty, 
member of the sales staff, and O 


\. Eckhardt, district sales mana- 
ger in the Wisconsin area, have 
been promoted to assistants to the 


general sales manager 


Reddi Appoints Wexton Co. 


Reddi Distributors Inc. has ap- 
pointed the Wexton Co., New York, 
as advertising agency for its new- 
est product, Reddi sliced bacon. 


Consumer and business paper cam- 
paigns will be used. 


NEGROES SPEND 
$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market--reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into eir 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond 
to! Stop overiooking $15 billion—Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, Inc., 
545 Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 


ONE EXAMPLE: for « publication that sell» 
the cream of this rich market, you can’t bea’ 
the New Courier—read by 1,500,000 N: 

42 states each week. Color comics. 


ica’s most complete weekly eonenteee. Teil the 
Negro-—you'll sell the Negro! Act now! 


Dulane Inc. Starts Drive: 
Flanagan, A.M., Resigns 
Dulane Inc., River Grove, IIL. 
manufacturer of electrical appli- 
ances, will launch a drive for its 
Fryryte automatic electric deep 
fry and Butteryte electric butter 
conditioner during November and 
December, using one-quarter-page 
to 84-line b&w insertions in Ladies’ 


Home Journal, Holiday, Gourmet, 


Better Homes and Gardens, Good 
Housekeeping, House Beautiful, 
Household, Holland’s, Sunset and 
Esquire. Lauesen & Salomon, Chi- 


% 


cago, is the agency. 

Robert J. Flanagan, advertising 
manager for Dulane Inc., has re- 
signed to start his own factory 
representatives’ agency for appli- 
ance manufacturers. No successor 
has been named. 


Appoints Moser & Cotins 

Muench-Kreuzer Candle Co., 
Syracuse, N. . has appointed 
Moser & Cotins, Utica, N. Y., to 
handle its advertising. Wilbur O 
Richards Advertising, Syracuse, is 
the previous agency 


Two Camera Houses to Grady 
New York Bellows Co., New 
York, camera bellows manufactur- 
er, and C. T. Moyse & Son, New 
York, camera service company, 
have appointed Robert B. Grady 
Co., New York, as their agency. 
Business papers will be used. 


Bank to Donahue & Coe 
Federation Bank & Trust Co. has 


appointed Donahue & Coe, New 
York, to handle newspaper adver- 
tising. Samuel Croot Co., New 


York, is the previous agency 


Advertising Age, October 22, 1951 


Cohen Joins Meyerhoft 

Sydney M. Cohen, formerly 
sales and merchandise manager of 
Miles Kimball Co., Oshkosh, Wis., 
mail order firm, has joined the 
creative staff of Arthur Mever- 
hoff & Co., Chicago agency. 


NBC Boosts W. R. McAndrew 

William R. McAndrew, general 
manager of WRC and WNBW, 
Washington NBC-owned stations, 
has been promoted to director of 
public affairs for the NBC tele- 
vision network 


THE BOYS’ 


AVAILABLE TO ALL NATIONAL ADVERTISERS AND THEIR 


FOR Premium Testing * Consumer Research ® Product Testing * Copy Research * Opin- 


ion Polls IN THE BOY MARKET 


To every advertiser who is conscious of the boy market, anxious to learn more about its 


buying habits and brand preferences, desirous of measuring its sales potential for his 


product, BOYS’ LIFE presents an opportunity to:rast THe MAR RET BEFORE YOU BUY 


With the creation of a 2800-boy panel, nationally distributed and representative of all 


teen-age levels, BOYS’ LIFE now provides advertisers with a continuing source of re- 
search data on the 11,000,000-strong boy market. 


There are no strings attached to this offer. This is a service for the entire field and is 


open to all advertisers and agencies regardless of whether they run space in BOYS’ LIFE. 


Further, in using the BOYS’ LIFE Reader Panel, advertisers receive at cost a complete 


research service including: questionnaire con- 


struction; sample design; printing; mailing; 


editing; coding; tabulation and report of find- 
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White Named Ad, Sales Mgr. 

Donald W. White, formerly with 
the Post-Herald, Pittsford, N. Y 
has joined Commercial Controls 
Corp., Rochester, N. Y., manufac- 
turer of office and mailroom 
equipment, as advertising and sales 
promotion manager. 


United Board Boosts Henry 

“William G. Henry, carton sales 
manager, has been promoted to 
manager of the carton sales divi- 
sion of United Board & Carton 
Corp., Syracuse, N. Y. 
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Helene Curtis Names Seeds 
Helene Curtis Industries, Chi- 
cago, has appointed Russel M. New York, Oct. 17—Coolerator 
Seeds Co., Chicago, to handle the|Co., Duluth, Minn., newest asso- 
shampoo account of their retail! cjate of Internationa! Telephone 
division. Gordon Best Co., Chica-| ¢ Telegraph Corp., will use four- 
a eee age bn & for the | color ads under the headline, 
= - |“IT&T suggests the finest of gifts 
-an electric range by Coolerator,” 
Staunteey Petes Compton _|in December issues of Better 
a York da ia Homes & Gardens, Farm Journal, 
American Home Foods, ye | Good Housekeeping, Ladies’ Home 
the merchandising department of Journal, McCall's and The Satur- 
Compton Advertising, New York. | day Evening Post. 


'Coolerator Ads Indicate IT&T Affiliation 


In addition, the same ad in b&w 


will be used in Time (Dec. 3), 
Newsweek (Dec. 10) and U. § 
News & World Report (Dec. 14). 


J. M. Mathes Inc. here is the agen- 
cy. 

Ads featuring the Coolerator 
home freezer have been appear- 
ing in October issues of Newsweek, 
Time and U. S. News. 

Subsequent ads signed by IT&T 
will spotlight automatic control 


READER PANEL 


ADVERTISING AGENCIES* 


FOR COMPLETE DETAILS ON THE 
BOYS’ LIFE READER PANEL MAIL THIS COUPON TO: 


Ts 


SAMUEL FERBER, Director BOYS’ LIFE Reader 
Panel 
2 Park Avenue, New York 16, N. Y. 

Please send me booklet giving details of 
BOYS’ LIFE Reader Panel. “AA” 
Name... 

ee ee ee 
TEs : eee 


electric ranges as well as the com- 
pany’s electric refrigerators and 
freezers, according to H. C. Beres- 
ford, manager, advertising and 
sales promotion department of 
Coolerator. 


‘Better Design’ Bows Soon 
Advertising rates for Better De- 
sign, a monthly directed at re- 
tailers in the home furnishings field 
(AA, Aug. 27), will be based on 
$435 per page for black and one 
of six standard colors. Four-colot 
rate will be $535. The magazine, 
which bows with the December 
issue, will be published by Good 


Design Inc., 40 E. 49th St.. New 
York. John Hay Whitney is a 


backer of the publication, whose 
advertising manager is Lester 
Dundes 


Nash Motors Boosts Jones 

E. B. Jones, assistant advertising 
manager and assistant sales pro- 
motion manager of Nash Motors 
division, Nash-Kelvinator Corp., 
Detroit, has been promoted to ad- 
vertising and sales promotion man- 
ager of Nash Motors of Canada 
Ltd., Toronto 


The most 
frequently 
quoted 
business . 
publication © 
in the world? 


That's what many say about 
The Wall Street Journal. Fragk- 
ly, we don’t know. We do ku 
that The Journal’s contents t 
a wide distribution — not only 
among the 211,233 subseribers n 
all 48 states, but also amotg 
those in the wide spheres ny 
subseribers influence. : 
| These decision-making exeqp- 
tives must be well informed 
and they also help keep others 
informed on important busingss 
developments. These readers fit 
the editorial matter of T 
Journal so informative and up- 
to-the-minute that requests 
reprint articles are made contifi- 
uously. See how many varieties 
of businesses are represented by 
the originating sources of these 
requests, received by The Wall 
Street Journal in only a seven 
week period: 


Advertising Agency 
Agricultural Feed Migr 
Appliance Mfgr 

Bank 

Building Materials Migr 
Business Machine Migr 
Cement Migr 

Chamber of Commerce 
Chinchilla Ranch 

Civic Commission 
Educational Foundation 
Engineering Firm 

Farm Machinery Migr 
Housing Development 
Insurance Firm 
Magazine 

Medical Academy 

Oil Company 

Paper Cup Migr 
Publishing Firm 

Radio Migr. 

Real Estate Boord 
Savings-Loan Assn 
State Department 
Textile Company 
Toilet Goods Migr 
Trade Association 
University 

Utility 

Wood Products Migr 


If you advertise to business, 
The Wall Street Journal should 
W head your list, too! 


The Wall Street Journal 
published at: 

New York Dallas 

Chicago San Francisco 
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In three great Donnelly Coupon Round-Ups this year, homemakers 


have received more than 100 million coupons ...have flocked to 


in buying over 6 million dollars worth of participants’ products! 


No wonder homemakers, grocers, wholesalers, PEA Gt ews 

,_ advertisers all hail the Donnelley 

\ Coupon Round-Up as the greatest promotion in 

grocery history! . 
Never before has a proinocicn moved grocery 


products like the Donnelley Coupon Round-Up! 3. 


\ Never before have so many leading chains and 


are guaranteed. 


thousands of special displays...have used their Round-Up Coupons 


Here’s how it works! 


Choose one market, several—as many as you want! 
. Donnelley alerts grocers to the Round-Up... 
advertising and special store displays .. . 
special newspaper mats and display material. 

Your coupon, plus coupons for leading non-competitive 
products, is mailed to Donnelley’s exclusive consumer list— 
most complete, most accurate ever compiled. All mailing dates 


Homemakers look forward to Donnelley Coupon Round- 


lines up tie-in 
mails grocers 


independents tied in so heavily, so effectively! | 4 
~« Never before has a promotion won such heavy | 
repeat participation from the makers of such 
products as Old Dutch Cleanser ... Delrich Mar- 
garine ... Swansdown Cake Mix... Waxtex . . .Wes- 
son Oil ...Roman Cleanser ...Simoniz Floor Wax! 


Ups—redeem their coupons because they receive several 
coupons which add up to real savings on famous grocery 
products. Full-page newspaper ads urge homemakers to 
redeem their Round-Up Coupons. . . blanket every cou- 
poned market 


5. Grocers mail redeemed coupons to Donnelley and receive 
check to cover redemptions plus handling fee. No fuss or 
money-handling for your salesmen. .. grocers receive their 
money sooner. 


6. Donnelley's fee covers the complete package from mailing to 
redemption. Uhere are no extra charges in the Donnelley Cou- 


No, 100 million coupons can’t be wrong! Nor 
can you go wrong participating in a promotion 
with such a record of accomplishment. Shouldn’t 
your brand be in next spring’s Donnelley Coupon 
Round-Up? 


tally, the cost is 
pay to do 


~ 


Round-Up 

“= participants 
can’t go wrong 
-with results 

like this! 


RS 


ager of Nebraska Consolidated Mills, eae 
Omaha. “We achieved distribution, ie 
thanks to the Donnelley Coupon Round- 
Up, for our new product, Duncan Hines 
Cake Mixes, among all Kanses City 
chains, cooperative groups and inde- 
pendent retailers. We have never seen 
a faster, more economical method for 
opening up new markets than the 
Coupon Round-Up." 


—* 


pon Round-Up—one price pays for everything. (Inc iden- 


porto hr dw tt i . 


ee _ choosing’s good! Advertisers already are showing k 
and it's “first come, first served.” . 


THE REUBEN H. DONNELLEY ee ’ 
s (DIRECT MAIL DIVISION) - 
- WORLD'S LARGEST DIRECT MAIL ORGANIZATION | 
407 E. 25th St. | 727 Venice Bivd. 


but a fraction of what you would 
the job yourself.) 


o 


ye 


Los Angeles 15 


Vicery 23292 Richmond 1221. 
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McGraw Prints Book 
on Market Research 


New York, Oct. 16—James H. 
Lorie, associate professor of mar- 
keting, and Harry V. Roberts, as- 
sistant professor of statistics, both 
of the University of Chicago, are 
the authors of a new volume on 
principles and relevant 

marketing research, 

Sasic Methods of Marketing Re- 
search,” recently published by 
McGraw-Hill Book Co. The price 
is $6 

Designed to explain the 
mental concepts underlying mar- 
keting research, the text begins 
with a discussion of the scientific 


the basi 


theory ot 


method, including experimentation 
and with particular reference to 
th oh primary subject mat- 
ter. Sampling, with special regard 
ems of sampling human 
opu is considered in the 
eco 
rt | logical problems of 
ett nformation from respon- 
eated in the next section, 


part deals with the 
of translating theory 
tice. The book is primarily 
ed with giving students the 
tical background 

new problems successfully 

rath« t merely presenting cur- 


ren! vcties 


FLEMING PENS VOLUME 
ON ANTI-TRUST LAWS 


Wew York, Oct. 16— Prentice 
Ha! ist published “Ten Thou- 
sani ( iments.” by Chris- 
tia, ence Monitor writer Har- 
ola Fi ‘ vhich delineates the 
ch taki we in the inter- 
pire t { the nation inti-trust 
aw ‘ ilt from the many de- 
cis: ecent veal vy the U.S 
Bpreme Court 

7) ok relates how the Fed- 
erm ide Comn ion and De- 
pa: ent of Justice, with the help 
of « Supreme Court, “have 
ime: te thousand confusing 
can met for American busi- 
ne { ve begun to balk com- 
pet the name of protecting 
it!’ 

Ameri isin . avs the 
aut ieveloped its musc les 
im: ‘ community that daily 
ope: juantity discounts 
mats i riet treight absorption, 
how t {i vertical integration 
ima H fire development of 
new i-of products. Every 
one { the practices, if not an 

ut t me under federal law, 

I ie egal cloud 
i ‘ tuution involves 

re te i contradiction in 
Amer ! ' The morals of the 
inity and the find- 

e federal courts are in 

Almost straight 

he fabric of American 

nat i honorable and 

wefu ne standard is criminal 


This is the third in a series of 10 week 
continuing studies conducted in over 
10% of all grocery store outlets through- 
out Bayonne 

10 week surveys of Margarine, Instant 
Coffee and now Soapflakes have been 
tabulated by brands, sizes, sales, type of 
outlet, etc.—and are yours for the ask- 
ing— Send for your copies. 


THE BAYONNE TIMES 


Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BQOGNER & MARTIN 


by the other.” 


bound edition, for $2.25, or 
cover, at $3 


Fawcett Boosts Schneider the 


Publications, 
past eight 
moted to 
Motion Picture 
well Hamilton, 


York. 
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"the ot _ Blackstone Names H&G ‘U. S. News’ Boosts Rogers Van Lines Buys AM Show 
Ten Thousand Commandments Blackstone Corp., Jamestown, Clifford T. Rogers of the New “Fan Mail,” a new weekly pro- 
available in either a paper- N. Y.. home laundry equipment York office sales staff of U. S. gram on which Hollywood stars 
a hard manufacturer, has appointed Hicks News & World Report has been answer their fan mail, is now aired 
& Greist, New York, as its agency. promoted to San Francisco re- over CBS under the sponsorship of 
Warman & Co. previously handled gional sales manager, succeeding North American Van Lines, Fort 
account. ‘Frank B. Keogh, who has returned Wayne, Ind. Castor & Associates, 
to the New York sales staff Los Angeles, is the agency. Jay 

Stewart emcees the show 


Sam Schneider, with Fawcett 

New York, for the KXOK Appoints R&R 
years, has been pro- KXOK, St. Louis, has appointed Zisette Elected Sales V. P. 

editor-in-chief of the St. Louis office of Ruthrauff & R. Robert Zisette, general sales Crawford Jr. Resigns 
He succeeds Max- Ryan to handle its advertising. manager for SKF Industries, Phil- Freda E. Crawford Jr 
who has resigned Charles E. Burge has been ap- adelphia, has been elected a v.p. signed as western advertising 
McCall Corp., New pointed assistant sales manager of in charge of the company’s sales, manager of the American Legion, 

the station advertising and market research. effective Nov. 1. 
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Northbrook Sets 
First National Ads 
for Plastic Cards 


NORTHBROOK, ILL., Oct 17 
Northbrook Plastic Card Co. is 
currently engaged in its first na- 
tional campaign for its plastic 
playing cards and new Wallet- 
Pak card case. The campaign, 
based on a budget of $30,000, will 
run through December. 


Full, 
b&w 
Esquire, House Beautiful, 
Home Journal 
day newspaper 
addition, Department Store Econ- 
omist, Gift & Art Buyer, Jewelers’ 
Circular-Keystone and Modern 
Stationer are being used to de- 
scribe the line and the campaign 
behind it. 

The drive is being merchandised 
to gift, department, jewelry and 
stationery stores by means of ad 


half and one-third 


page 
ads have been scheduled in 
Ladies’ 
and several Sun- 
supplements. In 


reprints which are bein 
buyers in folders bearing the cov- 
ers of the magazines which the 
ads appear. Point of sale material 
also has been prepared 
Robertson & Buckley 
handles the account 


gz mailed to 


Chicago, 


Juhre Named Copy Director 

William E. Juhre, formerly on 
the copy staff of the Buchen Co., 
Chicago, has been appointed copy 
director of Son De Regger Adver- 
tising Agency, Des Moines 
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Johnson Publishing Launches Merchandising 
Program for ‘Ebony,’ ‘Tan’ Advertisers 


Cuicaco, Oct. 16—Johnson Pub- 
lishing Co., publisher of Ebony 
and Tan Confessions, has launched 
the first full-scale comprehensive 
merchandising program in the Ne- 
gro publishing field. 

The program will be carried out 


in New York, Chicago, Philadel- 
phia, Washington, Baltimore, De- 


troit, New Orleans, Memphis, Bir- 


Moves Mountains of Cereal 


WWL Sells More Southerners than Any Other Advertising Medium 


WWL, the South’s Greatest Salesman, can help send your food 
sales Up—Up—Up! No tricks. It’s simple arithmetic: With WWL, 
you get more reach, more audience, more advertising extras than 


any other medium in the Deep South has to offer. 


Coverage unsurpassed in the Deep 


South—intensive coverage over 


state market, rich with new industry 
and still unquestionably radio-domi- 


nated. That's WWL! 


a 4 


50,000 WATTS 


Highest Ratings—built up over a period 
of 25 years through excellent program- 
ing. featuring CBS and Southern stars, 
the finest news coverage, outstanding 
special events. That's WWL! 


SOUTH’S GREATEST 


Sell the South for YOU! “~~ 


All-out advertising support—with liberal 
use of store displays, 24-sheet posters. 
streetcar and bus dash signs, news- 
paper ads, and personal calls on 
jobbers and distributors. Product push 
no other station South gives advertisers. 


That's WWL! 


CLEAR CHANNEL 


SALESMAN 


CBS AFFILIATE 


A Department of Loyola University e Represented Nationally by The Katz Agency 


mingham, St Louis, Atlanta, 
Houston, Cleveland and Los An- 
geles, under the supervision of 14 
newly appointed merchandising 
men. Their assignment is to pro- 
vide whatever services will be nec- 
essary to give local influence for 
the 100-odd national advertisers 


represented in Ebony and Tan 
Confessions. 
The merchandising men _ will 


| work out point of sale material 
for retailers, will take steps to 
|ereate good will in Negro com- 
|munities for products of Ebony 
and Tan Confessions advertisers, 
will conduct surveys to establish 
the sales potential of products in 
Negro areas, and will make rec- 
| ommendations on the handling and 
| distribution of these products in 
| Negro communities. 
| In addition, the merchandising 
| program includes showings of the 


Johnson-produced slide _ film, 
“Selling the Negro Market,” in 
which are suggested proper ap- 


proaches to be used by salesmen 
in selling retailers in Negro com- 
munities. 


Sled Co. Launches Drive 

S. L. Allen & Co., Philadelphia, 
manufacturer of sleds and skis, 
has started one of the biggest ad- 
vertising programs of its histogy. 


| Insertions are scheduled for the 
Nov. 26 Life and the Dec. 2 Puck 
The Comic Weekly. Ads also will 


appear in American Girl, Bogs 
Life, Children’s Activities, Crk 
Life, Parents’ Magazine, Pathfing- 
er and the junior scholastic editi@n 
of Scholastic Magazines. Ads f 
turing Flexible Flyer Splitk 
skis will appear in Holiday 


publications and college magazingg 
and newspapers 


‘Oil Daily’ Names Udall ; 
Fletcher Udall & Co. Los Ag 
geles, media advertising represen 
ative, has been appointed to rep 
resent Oil Daily, morning tabloi@ 
recently launched in Chicago, ip 
| 11 western states, British Colume 
|bia, and Hawaii. Allen Addickg, 
|former eastern man: iger of G 
Age, in New York, has been nz und 
to represent Oil Daily in the Ea 


| Stanford Joins KFAB : 

G. E. (Steve) Stanford, forme 
ly in charge of local general ads 
| vertising for the Omaha Worlds 
Herald, has joined the sales staff 
of KFAB, Omaha. 


WANT TO 
REACH 
HOME OWNERS? 


Then tell your story to these 
285,000 home loving executives. 
225,000 own their homes 
(average valuation $20,000.) . . 
108,300 own income property... 
65.550 own farms... 

15,600 own summer homes... 
79,800 plan to build or buy ... 
68,100 plan to remodel. 

These men pay for and read 

The Rotarian .. . regularly. 


And... they have what it takes 
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MacRce'’s Names W. J. Brown 

MacRae’s Blue Book, Chicago, 
has named W. J. Brown as assist- 
ant general manager in charge of 
circulation. Mr. Brown formerly 
was an account executive with 
Hearst Corp., Chicago. 


Chicago Trade Meet Set 

The annual Chicago World Trade 
conference will be held in the 
Hotel Sherman, March 6-7. 


Heath Joins Eversharp 

Cc. G. Heath has joined Ever- 
sharp International Ltd., Toronto, 
as general manager of the com- 
pany’s Canadian operations. 


Jr. Ad Club Elects Prexy 

The Salt Lake City Junior Ad- 
vertising Club has elected Duane 
G. McQuilkin, feature advertising 
salesman for the Salt Lake Tribune 
and Telegram, president. 


@ 806 Peachtree St. N.E. Atlanta 5, Ga. 


'of Hutchins Advertising Co. 


‘Arty’ Art Gets 
Less Play in 
Philadelphia 


PHILADELPHIA, Oct. 16—The 17th 
annual Exhibition of Advertising 
and Editorial Art now being staged 
at the Philadelphia Museum of 
Art by the Art Directors Club of 
Philadelphia marks a_ decided 
trend towards selling art as against 
arty art. 

This year’s show, which is the 
largest in the club’s history, is 
drawing several hundred visitors 
daily. It runs through to Nov. 4 
and is free to the public. 

William Maxwell, art director 
and 
president of the club, said he felt 
the 345 entries accepted in com- 
petition “seem to reflect a business 
trend to sell through art directed 


at the consumer rather than some | 
of the more lofty approaches of | 
other years.” 


es Judges for the gold medal 
award and certificates of merit 
included Frank Eltonhead, Cos- | 
mopolitan art editor; Stephen 
Meader, associate copy chief of 
N. W. Ayer & Son; Morris Rosen- 
blum, art director of Macy's; Wal- 
ter Stocklin, v. p. and art director, 
Ward Wheelock Co., and John 
Maxwell, v.p., Hutchins Adver- 
tising Co. 

The awards are: 

Certificates for design of magazine ad- 
vertisements in color went to artist Gi- 
ovanni Sutter, John Falkner Arndt Co., 
for art work used by A. Brandt Co., and 
to artist Douglass Crockwell, Geare-Mars- 
ton, for art used by Lederle Laboratories. 
Medal award for design of a b&w maga- 
zine ad went to artist Roy McKie, N. W. 
Ayer & Son, for the Ladies’ Home Jour- 
nal, while the certificate in this classi- 
fication went to artist John Heuhnergarth 
of H. H. DuBois Inc., for a Fels & Co 
advertisement. 

Design for color trade paper advertise- 
ment: Medal to artist George Sulpizio of 
Smith, Kline & French Laboratories for 
a company ad; certificate to artist Gene 
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SEATTLE 


— WHERE CASH REGISTERS ARE OVERWORKED! f 4 


AYROLLS increased by staggering defense contracts, lumber 
exports, shipping, manufacturing, food processing and transpor- 
tation are working Seattle cash registers overtime these busy days. 


Consistent, frequent advertising in The Seattle Times, 
Seattle's accepted newspaper, is the key to success in this 
important market of more than half a million people. 


Be sure to give the busy Seattle market top pri- 
ority in your advertising schedule. You reach this im-_ 
portant market through The Seattle Times. 


he 
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Represented by O'MARA & ORMSBEE «© NEW YORK @ DETROIT ¢ CHICAGO @ LOS ANGELES @ SAN FRANCISCO 


| 


| Inc., 
for Container Corp 


,of Lee Ramsdell 


| William 


| B&w fashion photography: 
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Dunn of Endo Products Inc., 
pany ad. 

Design of newspaper ad over 300 lines 
Medal to artist Silvio Romano of the 
Philadelphia Inquirer; certificates to Jean 
Layton Rapp, N. W. Ayer & Son, for a 
Pennsylvania Co. ad, and to artist Her- 
bert Hayman of Ayer for a Pennsylvania 
Co. advertisement 

Design of retail store newspaper ads 
over 300 lines: Barbara L. Dezmelyk for 
Bonwit Teller, received the medal; certi- 
ficates to William Cadge of Lit Brothers 
and George Sulpizio of Braits men’s stores 

Design of booklet: Medal to artists 
Otto Maya and John B. Johnson of 
Cortez F. Enloe Inc., for the R. P. Scherer 
Corp.; certificates to Ben Collins of Beck 
Engraving Co., Hubert Kahana of Sharp 
& Dohme, Raymond A. Ballinger of the 


for a com- 


Philadelphia Museum of Art and Ben 
Collins of West Virginia Pulp & Paper 
Co 

Design of greeting cards: Medal to 
Kramer-Miller of the company of that 
name; certificate to Kramer-Miller for 


Stylepark hats. 

Design of direct mail folder: Medal to 
George Sulpizio of Smith, Kline & French 
Laboratories; certificates to DeMartini As- 
sociates for Lorann House, and Boris 
Drucker of Gray & Rogers 

Design of poster: Medal to John Miili 
gan of Gray & Rogers for Fidelity-Phila- 
delphia Trust Co., and certificate to Dinty 
Moore for a Lit Brothers poster 


@ Design of 24-sheet poster: 
Philip A. Pizzi of Ayer for Atlantic Re- 
fining Co.; certificates to John Milligan 
of Buddemeier & Co. for Davis Paint 
Co., and a second one to the same artist 
working for Seberbagen Inc., on a Wm 
Gretz Brewing Co. poster 

Design of exhibition display: Certificate 
to William Riedel, W. E. Sparks Studio, 
on a Lee Rubber & Tire Co. display 

Design of point of sale display: Certi- 
ficate to Clayton Whitehill for Elkan- 
Vogel Co 

Package design: Medal to Joseph Ger- 
ing, Container Corp. of America, for a 
Fieldcrest Mills package; certificate to 
Bette Granahan for Hanscoms. 

House organ design: Edward G. Cullen 
for C. Schmidt & Sons, and another 
certificate to Mr. Cullen and a certifi- 
cate to Bill Schilling of Smith, Kline & 
French Laboratories. 

Design of editorial page: Certificate to 
Karl Koehler for Life. Advertising illus- 
tration in color: Medal to Jean Hugo of 
Ayer, for DeBeers Consolidated Mines: 
certificates to Leslie Ragan of Lewis & 
Gilman for the Budd Co., Thomas F 
Vroman of Lewis & Gilman for Wyeth 
and Robert G. Schneeberg of Ayer 


Medal to 


B&w advertising illustration: Medal to 
Joseph W. McDermott of Beck Engraving 
Co.; certificates to Norman A. Brenner 
& Co. for American 
Journal of Surgery, and Nathan Bermar 
of Gray & Rogers for the Chestnut Street 


| Engraving Co 


B&w ad photograph: Certificate to G 
Holland for Smith, Kline & 
French. B&w white photograph of prod- 
uct: Certificates to Sol Mednick, N. W 
Ayer, for Jean R. Graef Inc., and Tyle: 
Fogg of the Bingham Co. for Farquhar 
Transparent Globes 


2 Fashion drawing in color: Medal to 
Robert G. Schneeberg, Ayer, for Joyce 
| shoes. B&w fashion drawing: Medal to 


Barbara Dezmelyk of Bonwit Teller Co 
Certificate to 
Robert Weitzen, Leonard Fellman & As- 
sociates, for Ingber Handbags 

Humorous illustration in color: Medal 
to Arthur Wallower of Gray & Rogers for 
the Mead Corp.; certificates to Jack Weav- 
er of Cortez F. Enloe Inc., for John B 
Johnson, and Alice Meisenheimer of Aver 
for National Dairy Products. B&w humor- 
ous illustration: Medal to Roy McKies of 
Ayer, for Insurance Co. of North Ameri- 
ca; certificates to Jack Weaver of Aye 
for Wyandotte Chemical Co., and Frances 
Furber for the Philadelphia Inquirer 

Periodical cover illustration: Medal to 
Andrew Wyeth for Country Gentleman 
certificates to Luigi Lucioni for Country 
Gentleman and Harry McNaught for 
Sharp & Dohme. Editorial illustration i 
color: Medal to Isa Barnett for Argosy 
certificates to Paul Nonnast for Esquire 
Isa Barnett for Argosy and Lemuel B 
Line for Fortune 

B&w editorial illustration: Certificates 
to Paul Nonnast for Holiday and Marie 
Nonnast for the same magazine. Editorial 
photograph in color: Herbert Hayman for 
Holiday and Sol Mednick for Seventeer 
received certificates 


Special certificates went to Andrew 
Schmidt, C. Forest Crooks and Saul Zal- 
kind for art work, wood sculpture and 


color photography for a Sharp & Dohme 
ad; to American Press Inc., and Raymond 
A. Ballinger for a Philadelphia Museur 
of Art catalog; and to Ben Collins and 
Beck Engraving Co. for design of a book 
on Beck gravure 


Warren Smith Joins Long 

C. Warren Smith Jr., formerly 
with Foote, Cone & Belding, New 
York, has joined W. H. Long Co.., 
York, Pa., as research and media 
director 


Wells-White to Seelig 

Wells-White Mfg. Co., St. Louis 
fishing equipment manufacturer, 
has appointed Seelig & Co. Ad- 
vertising, St. Louis, to handle its 
account. 
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EASY DOES IT—This point of sale demon- 
stration board for the new Westinghouse 
open handle iron is being supplied to 


retailers. 


3 Curtis Magazines 
Get 2nd Rate Boost 
Within Four Months 


PHILADELPHIA, Oct. 16—Curtis 
Publishing Co., which last June 
announced rate increases for 
Country Gentleman, Holiday and 
The Saturday Evening Post, has 
done it again. Curtis said continu- 
ally rising costs have made the 
further increases necessary. 

The increases, amounting to 
about 6% for b&w pages and 
slightly more for color pages, be- 
come effective next April 5 for the 
SEP, in April for Holiday and in 
May for Country Gentleman. These 
will supersede 6% to 10% in- 
creases to go into efiect on these 


three publications (and on Ladies’ | 


Home Journal) next January. 


e B&w pages in the SEP (now 


$11,760) will go up in April from] 


$12,935 to $13,710; two-color pages 
will go from $15,895 to $17,140, 
and four-color pages from $18,810 
to $20,300. 

B&w pages in Holiday will go 
from $4,320 to $4,580; two-color 
pages from $5,270 to $5,680, and 
four-color page rates will go from 
$6,340 to $6,780. 

B&w pages in Country Gentle- 
man will go from $6,900 to $7,300 
two-color pages from $8,075 to 
$8,550 and four-color pages from 
$9,450 to $10,000. 

(Curtis has just announced that 
the Oct. 20 issue of the SEP car- 
ried $2,098,729 of advertising space 
an alltime record for the maga- 
zine, and Holiday’s December is- 


APPLIANCE 


Before closing your budget 
investigate this new idea 
in appliance merchandising. 
Pocket-size — digest style. 
Write, wire or phone for 
complete details. 


APPLIANCE DIGEST 
450 W. Fort St. 
Detroit 26, Michigan 


| advertising. Holiday’s revenue for 
the year will hit $4,320,000, also 


| a record for the 6-year-old month-| 


| ly.) 


| Niles-Bement to Graham 

| Niles-Bement-Pond Co., West 

| Hartford, Conn., has named Hugh 

|}H. Graham & Associates, New 

| Britain, Conn., advertising counsel 
for the cormpany’s Pratt & Whit- 
ney division and for the Potter & 

|} Johnston Co., Pawtucket, R. L, 


|sue carries a record $602,000 of} 


effective Jan. 1, 1952. Walter B., 
Snow & Staff, Boston, is the for- 
mer agency. 


Philips Names Cameron 

Philips Industries Ltd., Leaside, 
Ont., manufacturer of x-ray equip- 
ment and tubes, has appointed R. 
I. P. Cameron as assistant to the 
president in charge of advertising 
and sales promotion. Mr. Cameron 
was previously an account execu- 
tive with Erwin, Wasey of Canada, 
Toronto. 
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The Sun Shines Bright On PADUCAH.--- 


@ $500 Million Atomic Plant Is Going Up. 
@ Two $88 Million Power Plants Are Rising. 
@ Bank Clearings Are Up 50% Over 1950. 


The Paducah Sun Democrat 


po 
25,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


*% CHICAGO + 612 N. Michigon Ave. + SU 7-1585 
& NEW YORK - 


% BOSTON 


ast net paid by far in 


55 W. 42nd St. + CH 4-3740 


* 140 Federal St. + HWA 6-1913 


%& SAN FRANCISCO + 57 Post St. + SU 1-5568 
& LOS ANGELES + 2330 W. Third St. + OU 7-4388 


* MIAMI BEACH + 420 Lincoln Read + 58-0269 
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Direct Mail Men 
Use Own Medium 
to Plug Meeting 


New York, Oct. 18—Direct Mail 
Advertising Assn. pulled out all 
the stops in its own direct mail 
campaign designed to attract mem- 
bers to the annual meeting in Mil- 
waukee this week 

For the third 
DMAA has successfully 


Direct Mail 


medium to increase attend- 
According to Frank Frazier, 
secretary, the mailings 


year in a row, 
used its 


own 
ance 
executive 
evoke such replies as 

“I can't 
anything could 
these letters 
Here's how 


possibly come but if 
have changed my 
would have 
the plan 


mind, 
done it.” 
works 


@ About ten weeks before the con- 
vention date, the first of a series 
of five letters goes into the mails 
Each written by a dif- 
ferent person, living in a different 
part of the country or even abroad, 
under his company's letterhead 
Succeeding letters, each stressing 
a different facet of the convention 
@ge scheduled for the mails at two 
Week intervals 
wThe campaign is concentrated on 
DMAA membership (1,500) but 
tBere is one general mailing to all 
PRospects. This year’s prospect list 
Wes about 21,000. The usual com- 
ment of reply cards and mis- 
—s promotion material is 
‘losed with each letter 
Charles S. Downs, v.p. in charge 
public relations and advertising 
fr Abbott Laboratories and gen- 
al chairman of the DMAA con- 
ence committee, mailed the first 
W@tter this year, dated July 30, 
fiom Chicago. Pitched to members, 
» letter told them that the best 
ect mail brains in the country 
buld be at the convention, so “fill 


letter i 


t and mail the enclosed hotel 
servation card now.” 
@ The second letter came from 


Montreal under the letterhead of 
EJ H. Woodley, advertising mana- 
gee of Northern Electric Co. Ltd. 
It said in part: 

*If there were a thousand people 
gathered together and each one 
had a thousand ideas on direct mail 
advertising—how to create it, how 
to use it, and why to use it—there 
would be a total of 1,000,000 ideas. 
This is the sort of gold mine that 
will be available to you at the 
DMAA's 34th conference...” It 
concluded with a second request 
to send in reservations. 

Letter number three was sent 
from the Pacific Coast, signed by 
Milton E. Bell of Abbott, Kerns 
& Bell Co., Portland printer. This 
“guided epistle,” as it was called, 
gave specific information on con- 
vention features, named the key- 
note speaker and pointed out cer- 
tain sessions which would be of 
specific interest 


@ As noted, these letters 
arrive at two-week intervals 


were to 
but 


there was a foul-up on enclosures 
and the second and third notes 
arrived on Aug. 28 and 29, fre- 
quently together 

“I have had calls berating me 
but I have had many other calls 
telling me what a clever idea it 
was,” Mr. Frazier said. Neverthe- 
less, the association will stick to 


its bi-monthly schedule in the 
future, he noted. 
“To all direct mail users,” be- 


gan the fourth mailing piece. “Be-| 
fore me is a list of the speakers | 


who have agreed to take part in 
the DMAA conference. I can re- 
port to you now that that is un- 
questionably an outstanding rost- 
er.” The letter named two of the 
Speakers and once again urged 
convention attendance by the re- 
cipient. Arthur A. Wetzel, presi- 
dent of Wetzel Bros., Milwaukee 
printer, and conference program 
chairman, wrote it. 


@ The fifth and 
mailed Sept. 27 


last letter was 


of Schellin 


Mil- 
waukee printer. As convention en- 


Inc., another 
tertainment chairman, Mr. Petri 
naturally concerned himself with 
that topic. A “sneak preview” of 
the banquet night entertainment 
contained pictures of two of the 
female acts. “Be seeing you on the 
18th,” it ended. 

Last year, Kay Murphy, head of 
the British DMAA, was scheduled 
to speak and sent a letter from 
London. This year’s roster includes 


by Chuck Petri a Belgian speaker, but he decided 


Now, the only ABC metalworking weekly 


gives you CCA as additional insurance 


for your advertising investment! 


For » 


your 
BINDERY 


and 
Fi 
's 


"hk 


. 


_ BINDERY CO. 


Advertising Age; October 22, 1951 


to come too late to get in on the 


mailings. 


‘Automotive World’ Bows 

Johnston Export Publishing Co., 
New York, publisher of American 
Exporter, has announced a new 
publication, Automotive World, to 
appear in April, 1952. Circulation 
will be about 40,000 and there will 
be three editions—English, Span- 
ish and Portuguese. The magazine 
will be in newspaper format, with 
four columns of 2%” on an 
11x15” page. 
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Stevens to Case-Shepperd 

Robert Louis Stevens, formerly 
ot the University of North Carolina 
Press, Chapel Hill, has joined the 
advertising department of Case- 
Shepperd-Mann Publishing Corp., 
New York. 


Gult Names R. W. Runnels 

Ralph W. Runnels, formerly ad- 
vertising director of the Houston 
Post, has been named assistant to 
the v.p. and advertising sales 
manager of Gulf Publishing Co., 
Houston 


Weiler Returns from Navy 

Robert S. Weiler, recalled to 
active service with the Naval Air 
Reserve in July, 1950, has returned 
to civilian life after having served 
on an aircraft carrier off Korea. 
He is with Vernon S. Weiler Ad- 
vertising, Chicago. 


KSD-TV Area Set Coverage 

There are 317,000 television re- 
ceivers installed in the KSD-TV, 
St. Louis, area, according to esti- 
mates by Union Electric Co. of 
Missouri. 


ABC-TV Names Bil] Clark 

William L. Clark, a sales ac- 
count executive at WPIX, New 
York, for several years, will join 
the network TV staff of 
American Broadcasting Co., New 
York, effective Nov. 15 


WCBS Appoints Don Foley 

Don Foley, former supervisor of 
package program sales promotion 
for National Broadcasting Co., has 
been named director of advertis- 
ing and sales promotion for WCBS, 
New York 


sales 
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23 Contribute to NRDGA’s ‘Display Manual" 


New York, Oct. 16—A new 
“Display Manual” written by 23 
retail display authorities, and de- 
signed to serve as a handbook and 
ready reference guide for retailers, 
was issued yesterday by the vis- 
ual merchandising group of Na- 
tional Retail Dry Goods Assn. 

The book contains 200 pages, 216 
photographs, five colored floor lay- 
outs, plus charts, diagrams and 
drawings. Subject matter covers 


The IRON AGE’s first CCA audit report is ready! 
Ask for a copy and study it. 


Here’s added verification of circulation value for 
you, a further yardstick of reliability of The IRON 
AGE’s entire distribution, paid and selective ... 
the largest total weekly distribution in metalworking. 


The CCA was created by advertisers and 
publishers together to give you an accurate measure 
of total market coverage. CCA includes, but does not 
segregate, paid and selective distribution. We look 
upon it as a competent partner to ABC, 
which The IRON AGE joined in 1914 as a charter 
member. ABC gives a separate and complete 
breakdown of peid circulation, including such 
important gauges of reader acceptance as price and 
term of subscriptions, channels of sales, premiums 
used, and renewal rate. These are available nowhere 
else. Together, CCA and ABC put a brilliant 
spotlight on every phase and figure of The IRON AGE’s 
circulation .. . leaving nothing to guess or gamble. 


And don’t forget ... The IRON AGE has the 
largest paid weekly circulation in metalworking, 
the highest renewal percentage .. . and is the 
only ABC metalworking weekly. 


CCA and ABC together . . . that’s a great team 
for the advertiser! 


No.1 | 


...in plant coverage 
...in weekly circulation 
...in readership surveys 
...dn market coverage 
... in advertising volume 


tironAge 


No. 1 in Metalworking... America’s No. 1 Market 


100 EAST 4204 STREET - 


WEW YORK 17, 


nL. 


virtually all major display prob- 
lems including display budgets, 
window design, fashion and insti- 
tutional displays, display lighting 
and color, assortment displays, 
fashion shows, storewide promo- 
tion, store construction, chain store 
display, coordination between win- 
dow and interior displays, and dis- 
play organization, training and re- 
search. 


es Among the contributors are: 
Howard P. Abrahams, NRDGA; Louis 
A. Banks, Sears, Roebuck & Co.; Henry 
F. Callahan, Lord & Taylor; Peter Cope- 
land, Peter Copeland Associates; Lee W 
Court, Wm. Filene’s Sons Co.; Howard 
M. Cowee, W. L. Stensgaard & Asso- 
ciliates; Adrian Delsman, Famous-Barr Co. ; 
Irving C. Eldredge, NRDGA; John R 
Foley; J. Kingsiew Gould, Point of Pur- 


chase Advertising Institute; W. Arthur 
Gray, Lansburgh & Bro.; Lew Hahn, 
NRDGA 

Also, Morris Ketchum Jr., Ketchum, 


Gina & Sharp; Tom Lee, Tom Lee Lid.; 
Harold K. Melnicove, Hecht Co.; Frank 
Sauter, Macy's New York; Robert L. Mec- 
Corkle, L. Bamberger & Co.; Maria Mas- 
sey, Men's Wear; Joseph T. Sjursen, Fred- 
erick & Nelson; E. Lawrence Volimer. 
Joseph Horne Co.; Findley Williams, 
Sears, Roebuck & Co.; gnd Bill Wyatt, 
William Hahn & Co 

In addition, the “Display Man- 
ual” includes a glossary of display 
terms and electrical equipment 

Copies are $7.50 each and are 
obtainable from NRDGA, 100 W. 
3ist St., New York 1 


Canning Co. Opens Drive 
Walla Walla Canning Co., W 
Walla, Wash., has opened its 1 
and winter campaign in the - 
cific Northwest for quality can 
peas, spinach and _  aspara 
Newspapers being used are 
Portland Journal, Spokane Spok 
man-Review & Chronicle, Seat 
Times and Walla Walla Uni 
Bulletin. In addition, two-col 
two-thirds pages will appear 
Sunset Magazine an@ two-thi 
pages in duo-tone in Family Cir 
during winter months. The Po 
land office of Botsford, Consta’ 
tine & Gardner is the agency. 


Tie Apple Juice and Sauce 
The Apple Growers Assn 
Hood River, Ore., is featuri 
Hood River apple sauce and Hc 
River apple juice jointly in 
newspaper campaign in Portla 
and Eugene, Ore. and Denv 
markets. The campaign, whi 
suggests uses for the product, ru 
into November. During Octot 
Hood River apple cider comes in 
the limelight with a special add 
tional campaign. The Portland o 
fice of Pacific National Adverti 


{ing is the agency. 


HE CAN HELP YOU 


If you're looking for 
national distribution 


BARNEY KINGSTON, 


@ If you're « manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever read. 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town and hem- 
let in the U.S. Also many foreign 
countries. 

The service of our experienced 
merchandising steffi is available at 
a0 cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. If your product qualifies 
they'll present e 28-year sales-tested 
plan for speedily getting 48-stete 
distribution—e plan that sterts over 
50 new companies every month .. . 
many of which now do « multimil 
lion dollar business 

Don't lose another day's sales. 
Write now to Barney Kingston, Mer 
chandising Director, Dept. A89, Op 
portunity Magazine, 28 East Jeckson 


Bivd., Chicago 4, Illinoi 
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Union Pacific 
Ads to Feature 
Dinner a Month 


Omana, Oct. 16—Advertising 
during 1952 for Union Pacific 
railroad will, for the most part, 


follow along the lines the company 
set forth in its program for this 


year. Basically, the campaign is 
divided into three parts: dining 
car service advertising; freight 


advertising, and supplemental ad- 
vertising 

The Caples which handles 
all national advertising for the 
railroad, asserts there were two 
reasons for instituting a series of 
advertisements on the food served 
in Union Pacific dining cars. (One 
featured dish is scheduled in one 
general magazine each month.) 

“First,” says the agency, “it was 
felt that there is no question but 
what the quality of food and type 
of service by dining car personnel 
are very important to the average 
traveler. Second, Union Pacific has 
long been renowned for its food 
and service. Therefore, why not 
give more publicity to this phase of 
Union Pacific passenger transpor- 
tation?” 


Co., 


@ UP’s food advertising has elic- 


ited some interesting reactions 
fform shippers, packers and pro- 
d@cers. After an ad featuring 


cBacked crab appeared in Time, a 
létter was received from a shrimp 
packer, requesting that promotion 
bé@ given to that particular delicacy. 
The result was that, later in the 
year, a shrimp louie salad bow! 
Was spotlighted, this time in a 
turday Evening Post ad. 
‘A full-color ad showing a sizz- 
ling platter of pork chops, which 
peared in Collier's early in the 
ar, resulted in servings amount- 
ifg to 14,000 pounds of pork chops, 
poner! with 7,000 for the 
Fevious months. When prime ribs 
TT beet were advertised, there was 
increase of more than 100% 
compared with an average 
month. A baked ham ad in News- 
week, and coincident promotion, 
algo resulted in a big gain for that 
dish 
DVnion Pacific's freight advertis- 
ing during 1951 (the program will 
much the same during 1952) is 
a. between plugging freight ser- 
vice and promoting industrial de- 
velopment on Union Pacific indus- 
trial! sites 
@ Straight freight ads emphasize 
the service of maintaining fresh- 
ness of perishables shipped by UP 
refrigerator cars, with the cooper- 
ation of experienced container en- 
gineers employed by the railroad 
to assist shippers in efficient pack- 
aging 
Ads for this part of the program 
appear in on-line and in certain 
off-line newspapers, as well as in 
magazines. Schedules include Dis- 
tribution Age, Dude Rancher, Fac- 
tory Management & Maintenance, 


National Defense Transportation 
Journa!, Modern Industry, Pacific 
Factory, Railway Age, Traffic 


World, Western 
per and Western 


Grower & Ship- 
Industry 


taphic 


PR TO-E RAVERS 


py 
» 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


PERSONALIZED SERVICE 
679 N. WELLS ST. CHICAGO 10 ILL. 


) 2 —.WHirehall 4-3450- 1-2 


The basic objective of the in- 
dustrial development phase of the 
freight campaign has been to at- 
tract industry to the territory 
served by the railroad, and thus 
build up what might be called a 


stock pile for future revenue. At 
the same time, the advertising 
materially assists those states 


served by UP, by developing the 
use of the materials which they 
produce, as well as increasing pur- 
chasing power and taxes within 
their respective communities. 


In addition to publication, radio 
and television advertising, UP pro- 
duces various forms of printed 
material, including wall and pock- 
et calendars, travel booklets, cir- 
culars for ticket and travel] agents 
and window displays. Also, one 
series of ads is devoted to publiciz- 
ing vacation regions of the country. 
Magazines used for vacation travel 


include American Magazine, Col- 
lier’s, Holiday, National Geo- 
graphic Magazine and The Satur- 


day Evening Post 


1951 
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Plans for next year also call for; magazines, plus considerable space 
a continuance of the promotional | in ski books during the winter, and 
program advertising the Union Pa-| hunting and fishing publications 
cific-owned resort, Sun Valley.|in the summer. Newspapers are 
Planned as a winter sports attrac-| used in the spring and late fall. 
tion, summer business has been In addition to handling all na- 
so satisfactory that the ad budget! tional advertising, Caples Co. han- 
has been equally divided between! dles off-line eastern newspaper 
the summer and winter seasons. advertising, on-line newspaper, ra- 
dio and TV in Nebraska, Kansas, 
@ The major portion of Sun Valley} Colorado, Wyoming and Missouri 
advertising goes into national mag-| The agency’s Los Angeles office 
azines: a selected list of general! handles newspaper and radio in 
publications, news and women’s! southern California and the Ne- 
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vada territory. 

Gillham Advertising Agency, 
Salt Lake City, takes care of news- 
paper and radio in Utah and east- 
ern Idaho, and Richard Montgom- 
ery & Associates, Portland, Ore., 
operates similarly in the Pacific 
Northwest. 


NBP Announces Meetings 
National Business Publications, 
Washington, has announced that its 
1953 spring meeting will be held 
at the Broadmoor Hotel, Colorado 


Springs, Colo., June 10-14. NBP’s) 


1952 spring meeting is scheduled 
for May 25-28 at Skytop Lodge, 
Skytop, Pa., and its 1951 annual 
fall meeting convenes Nov. 18-19 
at the Drake Hotel, Chicago. 


Mason Joins F. W. Dodge 

Joseph B. Mason, formerly sen- 
ior editor of Good Housekeeping 
and editor of its Building Forum 
section, has been appointed execu- 
tive editor of Architectural Record, 
a publication of F. W. Dodge Corp., 
New York. 


MBS Adds Four Stations 


Mutual Broadcasting System has 
signed four new affiliates. They 
are: WCPM, Cumberland, Md.; 
KOSY, Texarkana, Tex.; WKHM, 
Jackson, Mich., and WIRO, Iron- 
ton, O. 


McDonald to Farm & Ranch 

Orville L. McDonald, formerly 
advertising manager for the 
Chromecraft division of American 
Fixture & Mfg. Co., St. Louis, has 
joined Farm & Ranch Publishing 
Co., Dallas. 


Eureka Vacuum Aims 


31 


at Replacement Sales; 


New Theme Offers Money-Back Guarantee 


Cuicaco, Oct. 16—Eureka vac- 
uum cleaner dealers and distribu- 


tors learned Friday at a sectional} 


sales meeting here that the “re- 
placement market is the big mar- 
ket.” 

A. L. MeCarthy, executive v.p. 
of the Eureka division of Eureka 
Williams Corp., Bloomington, IIL, 
told the group that 91% of the 


Growing markets, like growing boys, 


consume more goods and services 


than markets that have reached the 


limit of their growth. 


... the one that grows faster needs more 


The Pacific Coast (Washington, Oregon, 


California) is growing faster than any 


other part of the country... has grown 


48.8% in the last ten years alone. 


The Pacific Coast is buying more... 


leads all other sections of the nation in 


Total Retail Sales Per Capita. * 


To sell more of your product to the 


big-buying Coast, you need the 


medium that reaches the most Coast 


people most effectively. 


You need radio. Because radio — and 


only radio —is as big 


as the Coast.** 


And of the four Coast networks, 


the one that delivers the biggest *** 


audience is... 


Represented by CBS Radio Spot Sales 


*Sules Manayement Survey 


©e98% of all Pacific Coast homes have 


eeePacific Nielsen Ratings, Janwary th 


| Buying Power 


ugh June 


Mey i951 


radwa 


950 


‘homes in the U. S. have 9x12’ 
rugs or wall-to-wall carpeting, in- 
dicating the selling potential is at 
a high peak. He pointed out that 
more than 90% of urban homes 
have a vacuum cleaner, so that 
promotional efforts should aim at 
the replacement market 

Mr. McCarthy announced that 
the company’s fall advertising pro- 
gram calls for one-column ads in 
Life every other week until the 
middle of December and then will 
run from February through June. 


@ The new copy theme is “Guar- 
anteed—to remove dirt...in less 
time or your money back.” The 
theme was created to get away 
from the gadget basis of selling 
cleaners, Mr. McCarthy said 


Casler, Hempstead & Hanford, 
the company's agency, conducted 
a newspaper test on the copy 


theme in late September in metro- 
politan markets which indicated 
to Eureka in terms of direct retail 
sales that the approach was suc- 
cessful 


Trade publication advertising 
will remain the same, Mr. Mc- 
Carthy said, but work is being 


done to develop a more effective 
direct mail program 

He also told the group that ad- 
vertising plans on the DisposeO- 
Matic, the company’s waste dis- 
poser, will not be announced ugtil 
the first of the vear 


Hal Short Gets 2 Accounts 

Hal Short & Co., Portland, Ofe., 
agency, has been named to diréct 
a domestic and foreign campaign 
for Asthmanefrin Co., Portlamd, 
producer of hay fever and allergy 
drugs. Ray Carr Organizati@én, 
Portland, is the former agency on 
the account, The Short agency a 
has been appointed by Linnton 
Plywood Corp., Linnton, Ore., to 
direct a regional advertising cam- 
paign using some 30 newspapers fn 
the Pacific Northwest. Schedul@s 
in technical publications afe 
, planned. 


|General Motors Crusades 

' General Motors Corp., Detrolft, 
has led off a campaign to rehabill- 
tate and modernize city and n@- 
tional highway systems with a 
movie, “Let's Get Out of the Mud- 
dle,” and an accompanying boo! 
let. These spell out ee 
the deteriorating condition @ 
American highways and make 
recommendations for solution of 
the problem 


how Te sell 


Use retailers of ideas, as 


' you do product retailers. Sell 


the people who write, edit, speak, 
teach, preach, manage and govern. 
These dealers in ideas have a 
trade paper... Harper's . . . which 
they read for facts and opinions 
they retail to millions. 

Ash for the facts 


Harpers”: 


Opinaan 
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- UNUSUAL AGENCY OPPORTUNITY 


Expansion in both our Chicago and Pittsburgh offices opens several 
positions with i diate and long range opportunity for a few 
outstanding men. Here ore the specifications: 


Senior Account Executives — One for Chicago, one for Pittsburgh, 
Age 30-45, ten years in responsible position agency or ad manager 
experience, proven copy and creative ability, demonstrated depend- 
ability. Good salary, executive status go with the job. 


igs Assistants to Account Executives — Room for several in both of- 
fices. Age 25-35, two or three years copy and production experi- 
ence, mature outlook, personable. Emphasis on writing ability. 
Above-average starting salary with lots of room to grow. 

Your inquiry will be in absolute confidence 
Apply in writing only, personally, to 

W. A. Marsteller, President 

‘ Marsteller, Gebhardt and Reed, Inc. 
= 600 South Michigan Avenue, Chicago 5, Illinois 


‘Shopping Column for 
Negro Newspapers 
Starts in January 


New York, Oct. 18—Plans have 
been announced for a shopping 
column to be carried in 24 Negro 
newspapers with a total circulation 
of 1,000,000. The column will be 
called “Wise Shopping with Susan 
Carter.” The tentative starting 
date is Jan. 19, 1952. 

Wise Shopping Inc. is headed 
by Raymond J. Peck, v.p. of In- 
terstate United Newspapers, rep- 
resentative for Negro newspapers. 
Among the papers carrying the 
column will be the Afro-American 
group, Amsterdam News and 
Pittsburgh Courier. There is no 
editorialized ad column in this 
medium at present. 


Mr. Peck is already 
advertising for the 


accepting 
column, in 


which position will be rotated. The 
charge is $5.70 per line, with min- 
imum space of 42 agate lines per 
insertion. Minimum contracts must 
call for six insertions within a 26- 
week period. 


‘Family Circle’ Book Out 


“Family Circle’s Complete Book 
of Beauty and Charm” has been 
published by Garden City Books, 
division of Doubleday & Co., New 
York. Doubleday is running full- 
page mail order ads for the 416- 
page book in the October and No- 
vember issues of Family Circle 
and plans further full-page inser- 
tions in the magazine’s February 
and March issues. In addition, 
newspaper ads in more than 100 
cities and direct mail to approxi- 
mately 2,500,000 department store 
customers and Doubleday book 
club members will be used and 
the volume will be featured as a 
gift for new members in full-color 
Literary Guild insertions in Sun- 
day supplements. 


1LLINOTS 


The 


Mation's 
Bright 
~ Spot 


MIGHTY MARKET 
ered by The Peoria Journal Star. 


WHAT A MARKET! 


30% More Employees .. . and 59.9% 
More Purchasing Power (in Metropolitan 
Peoria) Than the 1945 Post-war Highs. 
Are you getting your share of the 
stepped-up sales volume in this rich 
agricultural and industrial area? It's a 
. . effectively cov- 


Write for new 
1951 Fact Folder... 
Available Sept. Ist. 


lA 


( 
Cours AU. § Peoriarca 


Ward-Griffith Co., Inc. 


Now ... 100 THOUSAND Daily Circulation 


Metropolitan 
POPULATION 
Now 


250,000 


al 
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Irvin Tells Value of 
Grocery Inventories 


Cuicaco, Oct. 17—Grocery re- 
search supplied by newspapers in 
ten major markets is now giving 
advertisers more value for their 
money, Kar! Irvin, McCann-Erick- 
son’s research director, told the 
annual Retail Grocery Inventory 
Clinic meeting here last week. 

The inventory is a monthly rec- 
ord of consumer over-the-counter 
purchases in representative stores 
in the ten areas. 

In presenting the agency view of 
the inventory project, Mr. Irvin 
urged newspapers to present their 
findings as effectively as possible. 
He suggested that some of the best 
targets for thé newspapers’ efforts 
include not only advertising man- 
agers, but sales managers, directors 
of marketing, sales research man- 
agers and even local branch man- 
agers. 


@ In the case of agencies, he said, 
the most fruitful list would in- 
clude account executives, directors 
of media and (or) research and 
account research supervisors. Mr. 
Irvin also suggested that inven- 
tory research should probe for sea- 
|sonal sales patterns, sales ratios 
| of branded to unbranded products 
|and various other “general trend” 
| analyses. 

The newspapers conducting 
monthly grocery inventories an- 
nounced at the clinic that a for- 
| mal committee has been set up to 
| arrange future conventions of in- 
| ventory papers and to handle other 
affairs of mutual interest. 

The committee set next year’s 
clinic for Sept. 18 and 19, in Chi- 
cago. C. C. Callihan, national ad- 
| vertising manager of the St. Louis 
| Globe-Democrat, was elected pres- 
ident of the group, and Robert K. 
Chandler, national advertising 
|manager, Cincinnati Post, was 
elected v.p. James F. Kenny, New 
York World-Telegram & Sun, was 
| named treasurer. 

} 


Gas Appliance Group Elects 


The Gas Appliance Manufactur- 
ers Assn. has elected Louis Ruth- 
enburg, chairman of the board of 
| Servel Inc., Evansville, Ind., pres- 
ident. Other officers elected are: 
A. B. Ritzenhaler, v.p. of Tap- 
pan Stove Co., Mansfield, O., Ist 
v. p.; J. F. Donnelly, marketing di- 
rector of A. O. Smith Corp., Mil- 
| waukee, 2nd v. p.; Lyle C. Harvey, 
president of the Bryant heater di- 
vision of Affiliated Gas Equip- 
ment, Cleveland, treasurer, and H 
Leigh Whitelaw, New York, man- 
aging director and secretary. 


| 
| 
| 
| 


Fluorescent Colors Out 


Radiant Color Co., Oakland, Cal., 
manufacturer of fluorescent pa- 


pers, sign cloth, brushing and 
| spraying colors, has put on the 
market seven fluorescent silk 


screen colors—chartreuse, orange- 
yellow, orange, green, red, cerise 
and orange-red. These colors are 
recommended for posters, window 
displays, letterheads and labels. 


GE Appoints Three 


J. J. Clarke and L. W. Harvath 
have been named sales managers 
of the home laundry equipment 
| department, General Electric Co., 
| Bridgeport, Conn. Philip Klein has 
| been appointed New York district 
|sales representative for General 
| Electric clocks. 


‘Two Join Station WHAY 


Walter Semerau has rejoined the 
commercial sales staff of WHAY, 
| New Britain, Conn. Miss Ginnie 
| Burns, formerly with Procter & 
| Gamble, Cincinnati, has joined the 
station’s copywriting staff. 


|| JUST ASK FOR MARIE: 


graph. cw oe addressing or 
ing job. Quick pick-up an 
livery, fast and accurate work, 
of experienced rsonnel, chai 
ewes “. line. E LETTER SHOP. 
Inc., Dearborn St., Chicago 5 
(Now t S yt. 23rd successful year.) 
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Youll be REMEMBERED 
WHEN YOU GIVE THIS GIFT! 


Slmevies’s fuxu ry Whiskey 


in flmericas Most Luxurious 


DECANTER 
BOTTLE IN 
LIMITED 
SUPPLY 


= _ 
— aE = = 


_—_ 
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(a = 
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(G 
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(Prices vary slightly in indi- 
vidual states. In some states, 
retailers allow a discount when 
+ you buy by the case.) 
4/5 QT. 


NEW YORK PRICE 


ALL STRAIGHT WHISKEYS - 4 YEARS OR MORE OLD 


No Extra Cost for the Decanter 


ALSO AVAILABLE 


—at no extra cost 
The familiar round 
DAY SHO aa bottle of Park 
DO YOUR HOLI ¢ E D E R 4 ; Tilford Private “Stock 


is available in a 
HANDSOME GIFT 


CARTON 


. be 
‘expected Novem 
a SUBSTANTIAL PRICE 


PARK & TILFORD DISTILLERS CORP., NEW YORK + A BLEND OF STRAIGHT WHISKEYS + 86 PROOF 
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In the First 8 Months of 1951 the 
CHICAGO DAILY NEWS is 


Advertising Age, October 22, 1951 


All-Year Club’s Ad Budget Is $500,000 


Los ANGELES, Oct. 16—The All- 
Year Club of Southern California, 
now entering its 30th year, will 
have a budget slightly less than 
$500,000 for its three-pronged pro- 
motion campaign for 1951-52, 
which began Oct. 14. 

On that date, first ads appear- 
ed in 30 newspapers in the Mid- 
west, East and Pacific Northwest. 
This phase of the campaign in- 
cludes 140-line and 93-line ads 
running twice a month until spring. 
As in the past, newspaper inser- 
tions will be spotted in the mar- 
kets that have been proved most 
responsive 

The All-Year Club _ includes 
coupons in all ads, and makes pe- 
riodic followup surveys among the 
tourists who actually come to 
Southern California 


|@ The magazine campaign will be 
in full color. The once-a-month 
schedule will include full-page, 
| two-thirds and half-page bleed 
‘ads in American Magazine, Holi- 
| day, National Geographic Maga- 
zine, The Saturday Evening Post, 
Time and other magazines. It will 
run December through spring. 

Theme of the magazine cam- 
paign will be “Step into a Differ- 
ent World with a Southern Cali- 
fornia Vacation.” The ‘4-season 
| vacation-land” idea will be pro- 
| moted. This contrasts with news- 
| paper copy, which will be more 
specific according to the date of 
insertion. 

The “business executives” cam- 
paign, which has been extremely 
successful in the past few years, 


Southern California each month 
throughout the year. 

The average vacation group 
spends $325. Last year, total spend- 
ing by out-of-state tourists was 
over $366,000,000. Next to air- 
craft manufacture, this was South- 
ern California’s largest source of 
dollar revenue from outside the 
state. 

Foote, Cone & Belding, Los An- 
geles, is the agency for the All- 
Year Club. 


Clenaghen Opens Office 

Jack Clenaghen, formerly v.p. of 
Allen & Clenaghen, Portland, has 
sold his partnership and has open- 
ed offices at 212 Gorbett Bldg., 
Portland, He has been appointed 
to handle advertising for General 
Electric Supply Corp., Sandy’s 
Camera Stores and a local] fur- 
niture association 


Byrne Joins Tober-Saifer 

John J. Byrne, formerly an ac- 
count executive for Erskine, De- 
lorenzis & Whiteside Advertising, 
St. Louis, has been appointed ad- 
vertising manager of Tober-Saifer 
Shoe Co., St. Louis. 


| James L. Knight Promoted 


James L. Knight, business man- 
ager for Armour Research Founda- 
tion of Illinois Institute of Tech- 
nology, Chicago, has been pro- 
moted to assistant director of bus- 
iness operations, 


Slate Joins Station WCBS 


Sam J. Slate, formerly program 
director of the British Broadcast- 
ing Corp.’s New York office, has 


= er Se ae nate joined WCBS, New York, as di- 

‘4 | will be continued. Ads in finan- jector of programs and_ special 
a |cial publications will suggest to gyents. 

4 executives that when they come 

a to Southern California on business Fjger Joins Fletcher Udall 

<< they should plan a vacation and Ceci % Elde ined 

* bring the family. raw for A sider, formerly 
8 : . es aio, Western manager of National Geo- 

i if The schedule for this campaign graphic Magazine, has joined Flet- 

an is not yet approved, but it will be cher Udall & Co., Los Angeles pub- 

| much the same as last year. In lishers’ representative 
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ADVERTISING 


1950-51, space was used in Busi- 
ness Week, Chicago Journal of 
Commerce, Wall Street Journel 


Buttalo TV Set Coverage 


There are 221,972 television set 


and U. S. News & World Report. installations in Buffalo as of Oct. 
a : : agara Mohawk Power Corp., Syra- 
a @ In revealing the campaign, 2eere ee vity and eae coronne 
iz i j 5 Walter Braunschweiger, All-Year ‘““* Geeiriety end ge — 
i) Club president, noted that when : 
ae | the first campaign was placed 30 Sosets poate Cc. Harie 
— years ago, Southern California had oseph C arie, promotion man- 
a, | Fears oe, = an ager for General Newspapers Inc., 
ne 43 7, i about 200,000 tourists a SS ae has been promoted to publisher of 
Be . | There are now on an average of the Standard, Cedartown, Ga 
; | we rie : me F , 
7a This was J 0 of all 200,000 out-of-state tourists in daily 
‘i “ . . . 
4 Food Advertising Appearing Svenesetebsbupesionsseccenssesseseneeesecontesees 
. Chi . | 
in Chicago Daily Newspapers: : 
‘ The Leadership Score 
TOTAL GROCERY ADVERTISING IN CHICAGO DAILY me & ¢€ 
NEWSPAPERS ... FIRST 8 MONTHS, 1951 
RETAIL GENERAL TOTAL 
er Per Per 
Newspaper Lines Cent Lines Cent Lines Cent 
Daily News (Eve.) 1,410,096 49.0 1,110,124 38.1 2,520,220 43.5 
Herald-Amer. (Eve.) 868,504 30.2 571,149 19.6 1,439,653 24.9 
Sun-Times (Morning) 210,842 «7.3 202,916 7.0 413,758 7.2 
ig Tribune (Morning) 387,511 13.5 1,026,719 35.3 1,414,230 24.4 
Total 2,876,953 100.0 2,910,908 100.0 5,787,866! 100.0 
*Liquor linage omitted Source: Media Records, Inc. | 
The Chicago Daily News Publishes National Food Manufacturers and Retail Get your FREE copy of 
: MORE GROCERY ADVERTISING Grocers, Year After Year, as Far Back as the d il li 
‘ Than Any Other Chicago Newspaper, Records Go, Place the Preponderance. of Their etailed replies from 1556 


Morning, Evening or Sunday. Food Advertising in the Chicago Daily News. 


4 CHICAGO DAILY NEWS 


*Run-of-paper 
Sie eaaeniee Lake Shore 
i DAILY NEWS PLAZA: CHICAGO ELECTROTYPE CO. 


MIAMI BEACH OFFICE: LOS ANGELES OFFICE: 1224 W. VAN BUREN ST. + CHICAGO 7, ILL. 
Hal Winter Co. Story, Brooks & Finley, Inc. | 
9049 Emerson Ave. 1651 Cosmo Street 


daily newspapers in the U. S. 


eeeeeeeeeeeeeeeeeeeeee éee 
NEW YORK . Reilly Electrotype Div 
DETROIT + Michigan Electrotype & Stereotype Div 

LOS ANGELES «+ Reilly Plostictype Div 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div 

NEW HAVEN + New Hoven Electrotype Div. 


NEW YORK OFFICE: 
9 Rockefeller Plaza 


DETROIT OFFICE: 
Free Press Bui'ding 
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Now available in both Box Wrap and Gift Wrap in 


these clear, brilliant, light-fast colors: 


Patent Leather Black, Christmas Red, Christmas 
Green, Royal Blue, Canary Yellow, Ivory, White. 


The subtle elegance of this new line of quality wrap 


will glamorize your packages . . . add a piquant inter- 
est to the most discriminating. A sample swatch is 


available on request to our Advertising Department. 
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Inlanders Warned That Newspapers Must 
Encourage Theater and Metered Home TV 


Cuicaco, Oct. 16—Newspapers 
must encourage the establishment 
of theater television and metered 
home television,” James L. Wick, 
co-publisher of the Times, Niles, 
O., warned members of the Inland 
Daily Press Assn. yesterday in a 
paper distributed at its 67th an- 
nual meeting here. 

Such action is necessary, Mr. 
Wick implied, if newspapers are 
successfully to retain their share 
of the local advertisers’ dollars. 

“Today,” he said, “there is lit- 
tle local television advertising, be- 
cause there is no television serv- 
ice that does for local merchants 
what the Meyer Both mat serv- 
ice does for local newspaper ad- 
vertising. When such services are 
created—-a beginning is being made 

-you can imagine the volume of 
local advertising that will de- 
velop.” 

Some newspaper publishers have 
believed their business immune 
“from the horrible punishment in- 
flicted by television upon some 
motion picture theaters in televi- 
sion cities, because newspaper 
space in television cities has 
climbed 2% or 3% during the past 
year,” he asserted. 


e “But a sensational part of to- 
day’s volume—as much as 20% 

is the advertising of television 
sets,” Mr. Wick pointed out. 


“Many publishers old enough to) 


remember the boom in radio set 
advertising in its early days can 
recall carrying more radio set 
space in two months in 1929 than 
they have ever carried in any 24- 
month period after.” 

Mr. Wick, who also is co-pub- 
lisher of the Herald, Roanoke 
Rapids, N. C., the News, Bogalusa, 
La., and the Iberian, New Iberia, 
La., suggested that metered home 
television in 5,000,000 to 20,000,000 
homes will leave advertisers 
“hopelessly out of the running, not 
only for films, but also for Ed 
Sullivan, Robert Montgomery and 
‘The Web’ shows.” 

Artificial obstacles to metered 
television and theater TV are ap- 
pearing, he stated. “The anti-trust 
division of the Department of Jus- 
tice is taking a hostile attitude to 
theater television; it [theater TV] 
‘monopolized’ the Robinson-Tur- 
pin fight—as if the Gillette Razor 
Blade Co. doesn’t ‘monopolize’ the 
World Series. Sen. Hendrickson of 
New Jersey and many other poli- 
ticians have attacked ‘paid’ tele- 
vision. 


e “Rep. Sutton of Texas has in- 
troduced a resolution in Congress 
intended to put barriers in its 
path. The argument is that all tele- 
vision must be ‘free.’ Of course 
nothing involving the enormous 
costs of television can be free. 
Their object is to have the ex- 
penses born by advertisers and 
the profits made by the broadcast- 
ing industry. The legislators are 
primarily working for the net- 
works,” Mr. Wick said. 

“How influential the networks 
are,” he continued, “can be dem- 
onstrated by the experience of 
{Sen.] William Benton, when he 
worked out a plan for metered ra- 
dio. Several types of programs 
(classical music, popular music 


and the like), all free from adver- 
tising, were to be broadcast by FM 
to subscribers paying a small 
monthly fee. There were plenty 
of FM wave-lengths available, but 
the plan never had a chance to get 
FCC approval in the face of the 
bitter network opposition. . . 

“The politically powerful net- 
works, aided by their local tele- 
vision affiliates, will use every 
means conceivable to kill the rival 
metered home and theater tele- 
vision,” Mr. Wick asserted. 

He said the FCC “must be re- 
quired to allow full and free ex- 
perimentation in theater televi- 
sion and metered home television. 
Let commercial television meet 
them in full and free competition.” 

“The American people,” Mr. 
Wick concluded, “will have a 
chance to decide how much of 
each form of television they want 
only if newspaper publishers take 
up the fight.” 


@ The problems of cost control 
and newsprint conservation headed 
the list of discussion topics at the 
Inland Daily Press Assn. meeting. 

The chief executives of 150 mid- 
western daily newspapers also par- 
ticipated in a clinic session de- 
signed to study the effects of cir- 
culation, city population and re- 
tail sales on newspaper adver- 
tising revenues. The clinic is an 
experiment in developing further 
useful information from the asso- 
ciation’s Annual Daily Newspaper 
Cost and Revenue Study. 


At the round-table meetings, the , 


under 10,000 circulation group in- 
dicated that from 12 to 15 papers 
had raised advertising rates in the 
past six months. Representatives 
from other papers in the group 
were of the opinion that undoubt- 
edly more rate raises are in the 
offing. The over 20,000 group in- 
dicated that 50% of the papers in 


its category have raised their rates | 


since the first of the year, with no 
reported loss of revenue resulting. 


s Inland presented “awards of 
merit” to 21 dailies from nine 
states which participated in its 
Local Government News Contest 
conducted by the University of 
Wisconsin's school of journalism. 

Newspapers entered in the con- 
test were divided into five classes 
on the basis of circulation, and 
each paper submitted two copies 
of three past dates, selected by the 
paper itself. Eight journalism staff 
members acted as judges. 

First place awards in the five 
classes were won by: 

Class A ‘below 5,000!—Daily Tribune, 

Grand Haven, Mich. 

Class B (5,000-10,000)—Evening Ledger. 

Mexico, Mo 


Class C (10,000-25,000)—Evening News, 
Monroe, Mich. 

Class D_ (25,000-75,000)—Canton Re- 
pository 

Class E ‘above 75,000)—Chicago Daily 
News 


E. J. Kahler, general manager of 
the Sioux Falls Argus-Leader, was 
elected new president of the asso- 
ciation, and Louis A. Weil Jr., 
publisher of the Grand Rapids 
Herald, was elected v. p. 


‘American Girl’ Moves 

Editorial and business offices of 
American Girl have moved to 155 
E. 44th St., New York. 


PLASTIC PLATES - MATS — 


with 


MATRIX 


COMPANY. 


517 SOUTH JEFFERSON STREET, CHICAGO 7 ILLINOIS 
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She's spending 
She’s open-minded 
She's older 


than you think 


THAT YOUNG WOMAN | 


She's spending ...in 1950 she spent *3,700,000,000 of 
her own money. And what she spends of Dad's takes 


higher mathematics. 


She’s open-minded... Today's newest and most ac- 
tive consumer, she is still forming brand preferences. 
Her product loyalty can be easily won. And, as wise 
advertisers know, the customer of 17 is a likely life- 


time customer. 


She's older than you think... She is, for example, 
more likely to marry at 18 than in any other year. 
She buys for herself, for her folks and for her future! 


Just one magazine reaches the spending 


power and molds the buying habits of the 


7,400,000 young women in their teens. 


Seventeen 


New York: 488 Madison Avenue, New York 22, N. Y. 
Western: 400 North Michigan Ave., Chicago 11, Ulinois 
Mew England: Statler Buslding, Boston 16, Massachusetts 
Pacific Coast: 9126 Sunset Blvd. Hollywood 46, Calif. 
Sevthern: Rhode-Haverty Building, Adanta 5, Georgia 


ini - =. aS a ee) 2 ee ae (Es ain 2 er er 2 ee ‘2 es ie ee Se oar onus ee re 
ae i i ee ae eid : az ; a 2 = ae : . a = ae > aie e ace ae S “ 7 i. ; Cae 
- 37 Fe ane 
SS ? 
— ' co 
: ! as 
5 ee 
— vas 
an 3 
3 Ah ' <7 og 
| ! ey. 
4 I tay 
a : i ay Bs 
i > pt 
: . ; Ba Es * 
; 7 age <> 
of “= a 
a a ms ~~ ; Ange 
: i : — pe: eee 
, a a ae 
; . 2 : ie . . Es 23 
: at \« GY = Bie: 
: - weer mm," 
7 ) | Be. Bee 
cr oo : y : ot» a eae 
— } We ; ey Jia “Ushah 
: at: ; *. f ") Cae Pa 
re tee - 4 * y - ~~ : a 
. -— ; aa teal é a Ae 

i ' — I. " A ees 
ae sae eat, 
: + ~‘ oe. ig ee 
Z me a = cree - . ‘. : a 
--- § 4 eae one he “ ) pi 
j ¥ _ se i 5 Neve ; 2 iy 2. 
- } fi 4 oa ae ie ie ar. ” wet + ki | ‘\ Pan 
a acti acaiiarie es ee ASS a : q A -s Bas 
Bs —_ a % MR ~~ 0 ae ae 
: ed oe te YSiok — ae 
aa ceo 8 > -. Se 
‘ : : / s ' eek? t by ‘ #3 
Lx am aes 
. eke 
ee ' : f =, 

se 1 ; “aly 
; IN HER TEENS 
: i : ae 
} 1 : a ys 
a 1 : ase.” 
* ' \ 7%. me 
Pe 4 : - 
a ' 6 YF et: ae 
a re ! < BS 
: oe, 
ea 

= es ' ae 
: i \ er 

" ? e ~_ : eet 

; Lm AM, : 2 

y ; * ‘ “ We ie 

' es . i : “ ips 

- ® nw *s : ee va ’ 
: bl i ee 

or + 4 —— 

Pe ae 

' ~ . “Sgt ; 

. ‘2 haa 

‘3 . ~ oe 
_ Lee | ak 
4 ; Rages ok. 

i Ae ‘ ie Sc 

Es ai en's? Be 
) Oe ea 

A. = jae 
“a j Ls ey Be 
e < 

a ee rhoiem” a 
ae ' stray a 
ee mm / +64.) ie 
fe " : = é CS 
- ti 4 ¢¥ »— ; : ‘ :: ee is 
| een an muy 7 mar a 
. ¢ “ o : nay 
F . : > ow 
“, E f @, . ’ we er 
me ey 7 . +, MY 
s hey 2 BA é nee 
7 — | es J ; are 
oes ; - ity on 
; a | SS ae ae 
“ : i ogee 
es a ia) 
‘ yp WE (LOCK StRVicg ! oe 

om : . ; i bh 
2 | WABASH 2-1204 ® e 
=A q . e: a 
ra ; * } * 5 ; oe! 
ae h ¢ : ' cea 
5 : . cr 1 oe 
Pai ! a 

ms Oe ; wx 
as z be oe hee 
x : 4 
= ee 
es ee 
i . be 7 . Y .- . ™ * > = ae 


38 
AC Spark Plug Fall 


Drive Plugs Plugs, 
Pumps and Filters 


Micu., Oct. 17—Spark 
plugs, fuel pumps and oi! filters, 
the three major products of AC 
Spark Plug division of General 
Motors Corp., are being featured 
in AC's fall drive, which benefits, 
according to John C. Hines, the 
general manager, 


FLINT, 


division's sales 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid 

(10% discount in quantities of 
10 or more.) 


FILL IN MAIL THIS 
COUPON TODAY 


Advertising Publications, Inc. 

200 E. Hlinois St., Chicago 11, Ill. 
Gentlemen: 

Please send me on 10-day money- 
back guarantee...... copies of “A 
Technique for Producing Ideas.” 


Enclosed is $..........- 


from a material increase in the 
fall advertising budget 

Full-page color ads, through De- 
cember, are scheduled for Capper’s 
Farmer, Collier's, Country Gentle- 
man, Farm & Ranch-Southern 
Agriculturist, Farm Journal, Life, 
Look, Popular Mechanics, Popular 
Science, Progressive Farmer, The 
Saturday Evening Post, Sports 
Afield and Successful Farming. 

In its ads devoted to spark plugs, 
the AC theme is directed chiefly 
to owners of cars that use ACs 
as standard equipment. A typical 
ad in the series reads, “If you own 
a Pontiac, AC spark plugs with 
patented Coralox insulator were 
engineered especially for you.” All 
ads of the series, however, carry 
pointed copy emphasizing that the 
spark plugs are engineered for all 
makes of engines. 


@ The fuel pump ads emphasize 


AC’s pioneering in the field, utiliz- | 
Babe | 


ing “first” appeal such as 
Ruth, first in home runs, or Walter 
Camp, first to select an All Amer- 


ican football team 

The series of ads on oil filters 
employs the “protection” angle, 
with art spotlighted on scenes such 
as school children leaving a 
and crossing the highway under 
the protection of the bus driver 

The stepped-up fall campaign 
includes five more national and 
two more farm magazines than 
were originally scheduled for 1951. 

D. P. Brother & Co., Detroit, 
handles the AC account. 


bus 


Gordon Jr. Joins Grizzard 
Lewis F. Gordon Jr., one of the 
founding partners of Gordon-Alli- 
son & Co., Atlanta, has become a 
partner in Grizzard Advertising 
Agency, Atlanta. His interest in 
Gordon-Allison & Co. has been 
taken over by Howard Allison and 
the name of the agency changed 


to Howard Allison & Associates. 


‘Institute Sets Exhibit 


The Oil-Heat Institute of Amer- 
ica has announced that the 29th 
anniversary exhibition of the 
automatic oil-heat industry will be 
held at the Commercial Museum, 
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WHEATIES 
a - FRUIT COCKTAIL 
“Breakfast of Champions fom Caloris 


re 


PEACHY TIE-IN—General Mills and Cling Peach Advisory Board have introduced 

a tie-in merchandising campaign for California cling peaches and Wheaties. Colo: 

pages will run in Chicago Tribune, New York News and Philadelphia Inquirer 

Nov. 25. This spread is scheduled for Nov. 26 Life. B&w ads will be used in eight 

newspapers Nov. 29. Posters, window displays and handbills will help promote the 
campaign. 


Philadelphia, April 14-18. The 29th; concurrently at 
annual convention will be held! Franklin Hotel. 


the Benjamin 


nly 


Its 3:-million better-income 
families are screened for 
the BUY on their minds! 


[' you think all big circulations are cross-sections 
of all kinds of people, you’re about to discover 


something NEW: 


Better Homes & Gardens, one of the 3 biggest man- 
woman magazines, is read—avidly—by husbands 
and wives alike, for just one momentous reason: 
To find out what's new, what's better, what’s for THEM, 
in every phase of modern living! 


You see, these selected multimillions have BUY on 
their minds. Their very preference for BH&G is 
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Ford Supervisory 
Men Get Report on 
Selling Activity 


Detroit, Oct. 18—Ford Motor 
Co. is bringing its production su- 
pervisory personnel right into the 
sales department in a unique pro- 
gram instituted by Walker A. Wil- 
liams, v. p. in charge of sales and 
advertising. 

Mr. Williams is meeting with 
the foremen and giving them a full 
report on “how the sales office 
does its job.” He is meeting with 
supervisors in Ford plants across 
the nation. 

Entitled “Sales and the Super- 
visor,” Mr. Williams’ report from 
the sales department demonstrates 
to supervisory men how sales of 
Ford cars are related to their pro- 


ductivity, job security and ad- 
vancement. 
s The presentation points out 


Ford’s remarkable increase in its 
share of the auto market and in 


customer preference during the; American Book Sets 


past six years. Also discussed are 
future sales objectives and an out- 
line of the long-range sales plan- 
ning program for Ford. 

Developed along the theme that 
building quality and confidence 
into the product results in quality 
and confidence in the foreman’s 
own job, the report specifically 
stresses the relationship of oper- 
ating supervision to sales and ad- 
vertising, and inter-dependence 
of the two departments. 


GE Boosts Paul H. Leslie 


Paul H. Leslie, district manager 
for General Electric Co. receiver 
department in the Detruit area, has 
been promoted to television sales 
manager in the company’s Syra- 
cuse, N. Y., receiver department. 
He succeeds David Davis, who has 
been promoted to New York dis- 
trict manager for the department. 


Foster Agency Names Boyer 

Robert R. Boyer has been ap- 
pointed account executive of Harry 
E. Foster Advertising, Toronto. 


Drive Pushing Book 
Gifts by Businesses 


New York, Oct. 15—Starting 
this week, American Book-Strat- 
ford Press here, as part of a pro- 
motion plan to stimulate sales of 
books for Christmas giving by 
business concerns, is running a ser- 
ies of b&w aas in the financial 
sections of the New York Her- 
ald Tribune, Times and the Wall 
Street Journal. 

The three-week campaign has 
insertions scheduled for three times 
a week in the Times, twice a week 
in the Herald Tribune and once a 
week in the Journal. A similar 
campaign in Boston newspapers is 
being conducted by Holliston Mills, 
Norwood, Mass. 

In conjunction with the ads, 
Doubleday & Co. is conducting a 
direct selling campaign to busi- 
ness men, using Conover models in 
lieu of regular salesmen. A similar 
tie-in program in Boston is be- 


ing pursued by R. H. White's de-| 
partment store. 

American Booksellers Assn. and 
the American Book Publishers 
Council have expressed particular 
interest in the drive, which, if} 
successful, will undoubtedly touch 
off an expanded program for fol- 
lowing Christmas selling seasons. | 


| 


Chrysler Starts Parts Drive 
Chrysler Corp., Detroit, motor 
parts division, has launched a new 
promotion to increase sales volume 
on parts and accessories for Ply- 
mouth, De Soto, Dodge and Chrys-| 
ler dealers. The campaign features 
a different MoPar part each month 
Each “Part of the Month” is be- 
ing promoted through national anc 
trade publications, local newspa- 
pers, direct sales, and direct mail 


Wardle, Hilton Join KSL 

Jack Wardle, formerly with 
KSEI, Pocatello, Ida., and Henry 
Hilton, formerly manager 
United Broadcasters, Salt Lake} 
City, have joined the KSL, Salt} 
Lake City, sales staff as account| 
executives. 


what automatically sereens out all but the best 


potential customers for you. 


When these BUY-minded 


they aren’t diverting themselves with fiction, sen- 
sationalism or general information. They're con- 


sulting their family frie 


their needs of today—their plans for temorrow. 


AND—when they meet your name, your product, 


your service, on BH&G’s 


a sale starts perking—AND—these families have 
the means to convert their buying urge into action! 
Do you know of any other market so BIG and so. 
selective? Surely you can use all the facts about 


BH&G’s 3'-million famil 
on their minds! 


families pore over BH&G, 


nd and counsellor about 


pages, something clicks— 


ies—screened for the BUY 
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Mooney Joins T & C Mags 

Richard A. Mooney, formerly 
with National Broadcasting Co., 
and Curtis Publishing Co., Phila- 
delphia, has joined the sales staff 
of National Theater and Concert 
Magazines, New York 


Blank Joins Geare-Marston 

John Philip Blank, formerly an 
art executive with Gray & Rogers, 
Philadelphia agency, has joined 
Geare-Marston Inc., Philadelphia, 
in the same capacity 


\4 
WAYAATAAL 
7 yee beds 
at LS an WaA3 
oar 


MEREDITH PUBLISHING COMPANY, Des Moines, lowe 


| ALTHOUGH ONE 
DRAWING CONTAINS A 
FULL RANGE OF TONES, 


REPRODUCTION COSTS” 


FOR BOTH ARE EXACTLY 
THE SAME WHEN 


- MADEON.... 


CRAFIINT 
DOUBLETONE 


Drawing Papers 
Unlike anything else on the 


market, Craftint Double- 
tone Drawing Paper con- 
tains 2 separate, invisible 
shading tones. These tones 
are instantly “brought up” 
by simply applying special 
fluids in only the places the 
artist wishes them. See Fig- 
ure 2. Finished art, although 
containing two tones of 
gray plus black and white, 
still reproduces as straight 
line work. This, of course, 
means a big savings in re- 
production cost. Craftint 
Doubletone papers are avail- 
able in 17 different patterns 
to accommodate drawings 
for same size or standard 
reductions. 

Write today for pattern 

chart and further informa- 

tion. Craftint Doubletone is 


sold by your local Craftint 
ealer or direct, 


THE CRAFTINT MANUFACTURING CO 


1227 East 152nd Street © Cleveland 10. Obie 
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Ad Volume Not 
Up to Par, Says 
Walter Fuller 


MILWAUKEE, Oct. 19—“There are 
just two major problems that we 
people of advertising face today,” 
according to Walter D. Fuller, 
chairman of Curtis Publishing Co 
and chairman of the National Assn. 
of Magazine Publishers. 

Speaking at the opening lunch- 
eon session of the Direct Mail Ad- 


Direct Mail 


vertising Assn.’s annual conven- 
tion, Mr. Fuller described the two 
problems thus 

“One is the fact that we are not 
stimulating sufficiently the volume 
of advertising in this country. 
Neither is our advertising copy 
good enough nor is our advertising 
approach as competent as it should 


be 


@ “Then there is a tremendous 
public relations sales job that must 
be done to convince everyone in 
America of the old slogan that ‘it 
pays to advertise.” But it must 
be understood that the ‘pays’ in 
that case includes everyone, and 
not merely the net profit to the 
vendor 

“We have 
aggressive in 


not been nearly as 
our approaches as 
we should be,” Mr. Fuller told the 
difect mail advertisers. “We ad- 
veftising men have been pretty 
much on the defensive. We are not 
going to be fully successful until 
we strike aggressively and strike 
and strike again.” 

Mr. Fuller asserted that the Rus- 
siaMs until recently have outsold 
America at every turn and that, 
“in the field of our own individual 
préducts, we have allowed adver- 
tising effort to lag badly during 


thé postwar years. There isn’t 
nearly enough advertising. We 
ne@éc larger advertising budgets 


and the way to get them is by sell- 
ing facts and not by retreating be- 
hind intangibles.” 

e Mr. Fuller counseled against 
pessimism, observing that “I don’t 
like the national debt any more 
than you do, yet in 1946 our na- 
tion’s debt represented two years’ 
national income. Today, our na- 
tional debt represents but one 
year’s national income. The re- 
sult,” he said, “has come by a 
growth in national income, not by 
a reduction in debt, unfortunately, 
but the fact remains.” 

Thus, in effect, advertising has 
lowered the cost of government, in 
addition to its function in moving 
goods. “On the average,”’ Mr. Ful- 
ler continued, “each time an extra 
dollar of advertising is expended, 
it means that more goods are being 
sold, greater employment is being 
provided and the revenue of the 
federal government is being in- 
creased by—-I think—several dol- 
lars for each dollar spent for ad- 
vertising 


e “Obviously,” he continued, “if 
advertising can do these things it 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beeklet Ne. 66 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also c some 

information about our method of han- 
dling clippings. Booklet Ne. 50 “Maga- 
zine ppings id cells 
how the service is used by business 
organizations and their agencies. 


sol tagh S$ CLIPPING BUREAU 


can reduce taxes and in time pay 
off the national debt. The debt 
never can be paid by saving—it is 
too big—our one hope is a greater 
volume of sales, ever growing and 
steadily prosperous. The answer 
is all in the cards; it is just a ques- 
tion of how well we play them.” 
In closing, he asserted that “the 
$6 billion which will be expended 
for advertising this year was not 
spent because the advertisers loved 
the printers or the magazines or 
the newspapers or the radio or 


television stations. These practical | 


business men of America spent the 
money to stimulate the sale and 
turnover of their goods in the mar- 
ket places. . 


gs “Speed of turning goods is one 
of the principal forces which is 
instrumental in creating national 
income. The best estimate I can 
obtain indicates that the inventor- 
ies of American manufacturers 
this year have an average turnover 
of slightly more than seven times. 

“Remember, it is the speed of 
turnover that is the stimulus or 


the depressant of the markets. 
Think what would happen if this 
figure dropped to six times and 
then contemplate what would hap- 
pen if the turnover increased to 
eight times.” 


@ In a speech prepared for de- 
livery at the closing luncheon to- 
day, James M. Roche, general sales 
manager of Cadillac Motor Car di- 
vision of General Motors, warned 
that we are in real danger of hav- 
ing our productive capacity out- 
strip our sales effort. 
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“Let us compare,” he said, “the 
production in the five years pre- 
ceding the war with that in five 
immediate postwar years. For ex- 
ample, the steel industry before 
the war produced an average of 
58,000,000 tons per year—after the 
war this average rose to 82,000,000 
tons, an increase of 42% 

“Comparing the same periods, 
aluminum production increased 
202%; electric power increased 
95° ; automobiles, 31% ; household 
appliances, 340%; homes, 89%— 
just to mention a few items from 
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a long list.” 

In the current emergency, he 
continued, these productive capaci- 
ties are being increased still fur- 
ther. With this increase, he said, 
“there will be no permanent short- 
ages in goods available for con- 
sumer use. Our free enterprise sys- 
tem will make available an ever 
increasing flow of goods and serv- 
ices, which must be distributed in 
a competitive market.” 


@ At the same time, Mr. Roche 
warned, the selling attitude has 


, _, Gis oe 


deteriorated and is marked by in- 
difference and complacency in too 
many places. 

“Goods and services,” he said, 
“might continue to be sold in this 
manner if the demand were to 
continue to exceed the supply. But 
this method is hardly conducive to 
the public acceptance required for 
permanent growth in a normal 
peacetime economy.” 

To solve the problem, he sug- 
gested the following: 

1. The basis of the selling effort 
must be respect for the consumer 


and a desire to serve him. 

2. “We must analyze our sales 
organizations, determine whether 
attitudes are right, and take steps 
to instill enthusiasm, in sales per- 
sonnel.” 

3. The emphasis in selling again 
must be placed on giving satisfac- 
tion. 


RCA Sponsors ‘Harris-Faye’ 
RCA Victor is sponsoring the 
“Phil Harris-Alice Faye Show” 
which began Sept. 30 on NBC, 
Sundays, 8-8:30 p.m., EST. 
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Telechron to Show 13 Clocks in New Ads 


ASHLAND, Mass., Oct. 18—Tele- 
chron, a department of General 
Electric Co., will use four-color 
pages and center spreads in Bet- 
ter Homes & Gardens, Life and 
The Saturday Evening Post to 
boost electric clock sales during 
the Christmas selling season. 

BH&G will carry a page in the 
December issue and Life and the 
SEP will each have a page and a 
spread between now and Dec. 1. 
The theme of the promotion will 


a 


: a 


Metalworking 


ee ae ; > 


"s top ten 


Ee 


Bicsti’s htonoct aascoet.. lh 


“And | among all metalworking | magazines 


«++ its PROVED SALES IMPA 


. 


ta i 
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be “Easy to give...wonderful to 
get.” 

The ads will show 13 Telechron 
clocks, including two new ones: 
the Aladdin and the Mirolarm. 
Aladdin features a “magic eye” 
that glows red when the alarm is 
set. Mirolarm uses white numerals 
on a polished mirror. 

A six-page dealer brochure in 
four colors which tells the story 
of the Christmas program has been 
prepared for Telechron dealers. 
Sections of the brochure can be 
clipped out and used as counter 
or window posters. 

N. W. Ayer & Son, New York, 
is the agency. 


Pyrex Drive Tied to Fete 

Corning Glass Works of Canada 
Ltd., Toronto, is tying in its Pyrex 
Ware advertising with the 100th 
anniversary of the company during 
October by offering an anniver- 
sary special of eight Pyrex Ware 
pieces, regularly $2.15, for $1.60. 
The special offer is being carried 
in 600-line insertions in French 
and English dailies and half-page 
ads in farm papers. Monthly half- 


page bkw ads in English and 
French general publications also 
are scheduled for October and 
November. Harold F. Stanfield 


Ltd., Toronto, is the agency 


Otters Diamond Ring Prize 


A $1,000 diamond ring is the 
first prize in a New England @on- 
test being sponsored by Barcolene 
Co., Boston, manufacturer of Bar- 
colene household cleaner, water 
softener and deodorant. Ten né@ws- 
papers throughout the region are 
being used to promote the c@m- 
petition, which seeks the largest 
number of English words that ean 
be found in the trade name, “Bar- 
colene.”” The account, which a®di- 
narily uses radio and televisic is 
handled by Ingalls-Miniter 0. 
Boston. 


WPTZ Increases Rates 

WPTZ, Philadelphia, has ‘in- 
creased its Class A rates ffom 
$1,000 to $1,500. Class B rateg go 
from $750 to $1,125 and Class C 
time is up from $500 to $750. Cém- 
plete schedules are listed on te 
card No 


Nicholson to West-Marquis — 
Stuart Nicholson, formerly with 
Standard National Advertising 
Agency, Seattle, has been ap- 
pointed an account executive of 
West-Marquis, Seattle : 


READERSHIP 


Analysis by Daniel Search & Scaff 
PROVES thorough cover-to<over 
readership. 


MARKET 


Over 200,000 leading businessmen 
who shoulder the resp 
of both industry and the 3200 
communities in which they live. 


hal 


72.1% of all Kiwanians control 
the buying in their businesses — 
83.3% in upper-middle of high 
income brackets. These prospects 
can be yours at low cos. 


Complete Readership and Market 
information oveilable on request 


the KIWANIS magazine 


PUBLISHED FOR COMMUPTY LEADER® 
S20 N Mubigon Ave Chow 
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|er employers are turning to radio! duction of lead paragraphs of| an early revision of the listing. 
™ - help-wanted spots of their own. | amusing, interesting and signifi- 
Alon the Media Path cant local stories for each year @ Men’s Wear has published its 
° WFIL and WFIL-TV, Philadel- | since 1851. 1951 annual “Fact Book,” con- 
phia, which last year won several taining 24 pages of the latest in- 
honors for their educational pro- @ Television dominance in coyv- formation on the $5.6 billion men’s 
e WSM, Nashville, wonders if it;consumer coverage by leading grams, this fall and winter will erage of special events in St. Louis Clothing industry, including com- 
has set a record for a single an-| magazines. expand these programs to about was demonstrated, KSD-TV says, Plete analytical data on retail sales 
nouncement mail! pull eight hours a week. The education-| on the night of the traditional Volume for the different types of 
To test the pulling power of Jef-, @ Latest circulation figures for al series, under the direction of Veiled Prophet Ball. A survey of Men’s wear merchandise. Copies 
ferson Island Salt’s “Grand Ole September for Ideal Women’s P¥- Roy K. Marshall, is conducted | 1 963 homes in the area showed are available free of charge from 
Opry” half-hour Saturday night Group show a delivered circula~ 1" Cooperation with schools, col-/ that 795 were watching television the magazine, at 7 E. 12th St., New 
show, a transcribed announcement tion of 1,744,139 as against Ideal’'s leges and universities in the sta-| or listening to radio, and of that York 3. 
by Noble-Dury & Associates, Jef- guarantee of 1,500,000. tions’ coverage area. figure 80% were watching TV. The 
ferson’s agency, offered a free pic- St. Louis area, with one TV sta-| @ A new brochure containing gen- 
ture of Jimmy Dickens, singer on| @ Lingerie Merchandising, New @ A new Business Week report, tion, KSD-TV, now has 310,000 eral market information on the 
the show. Result: 24,964 replies York, with its December issue, | entitled “Prestige,” contains data receivers. The audience for the, Fort Smith, Ark., trade area and 
from 31 states. will publish a production manual,| Comparing the publication with ball was estimated at more than specific information of interest to 
based on experiences of lingerie| other general-business and news 1,000,000. grocery product advertisers has 
e Reader’s Digest International 29d negligee companies, on how | publications. been published by the Fort Smith 
Editions has issued a new survey to increase efficiency and cut costs. e@ Hennegan Printing Co., Cincin-| Southwest American and Times 
covering readers of the Digest’s e@ The Argus, Rock Island, IIL, nati, recently completed a com-, Record, through Arkansas Dailies 
English language Latin America ® It pays to believe in yourself.| celebrated its publishing centen- munity relations project, consist- Inc. 
edition. Made by mail, the survey Or so KXOK, St. Louis, must feel| nial Oct. 18, and to herald the! ing of a 20-page pocket-size di- 
includes data on family income, "°W that the station has found a occasion issued a centennial edi-| rectory of the graphic arts serv- e May & Woodhouse, Chicago fair 
family possessions, size of family, Secretary by means of broadcast-/ tion Oct. 13. In picture magazine ices in Cincinnati. The booklet was representative, has made impor- 
occupations, education, travel and 198 the job opening over an early | style, the edition contained more mailed to advertisers in a six-state tant progress in its plan to permit 
purchases made of equipment used morning show, following a disap- than 500 old pictures, and one sec- area. Response to the mailing has national advertisers to purchase 
in business. pointing bout with employment tion reviewed 100 years of news| been so great, the company reports, | exhibit space at state fairs on a 
agencies. The station reports oth-| through the selection and repro-| that plans are now being made for| national basis. The organization 
e A motion picture designed to 
give advice on home decorating 
and furnishing has been produced t 
by Better Homes & Gardens and . 


will be available for department 
store showings this fall. Titled the 
“ABCs of Decorating,” the film 
covers such basic decorating prob- 
lems as color, furniture arrange- 
ment and window treatment. 

@ The Milwaukee Journal, for 
$360,000, has purchased the quar- 
ter block to the east of its pres- 
enf building for future expansion. 
Ha@wever, no immediate plans for 
de¥elopment of the site are con- 
templated. 


e The 
that the 


Chicago Tribune reports 
1951 Chicagoland Home 
an@ Home Furnishings Festival, 
which is sponsored annually by 
thé Chicagoland Home and Home 

nishings Council with the co- 
Si ation of the Tribune, set a 
new high in attendance as well as 
in Number of new homes on dis- 
play. 
e A new Time promotion piece 
lists the names of 866 men whose 
buginess promotions were reported 
by the New York Times during the 
space of one month. Time reports 
that a readership survey of the 
group shows it to be their favor- 
ite magazine. 


@ Results of the 1951 survey by 
the Federal Reserve Board on who 


buys: the most homes, furniture, 
refrigerators, washing machines, 
radios, television sets and auto- 


mobiles is the subject of a recent 
pamphlet issued by Parents’ Mag- 
azine 


completed August sales 
figures, Seventeen reports a news- 
stand net sale of 99.5% and esti- 
mates, based on news dealer re- 
ports so far, a 98% net sale for 
the September issue 


e From 


e@ True has completed a study of 
beer drinking habits and beer con- 
sumption in the U. S. The report 
covers the beer market for 1951, 
beer drinking habits by sex and 


age, and contains an analysis of 


I'M LOOKING for 
A SPECIAL JOB. 


In an agency, 
radio, TV, retail 
odv., Industrial 
odv., ‘etc. where | 
can place any num- 
ber of top advertis- 
Ing men who hove 
me for relocation. Write for 
on 


filed with 
my free “Avallability Bulletin". 
will represent applicants’ nomes. 
use your company letterhead. Confidential. 
Jeanne, Advertising Personnel 
Placement Div. 
1309 S. Detrolt, Tuiso, Oklahoma. 


5-9449 


eeeeeeeee 


. 


JOHN TAGLIEBER, Grocer— Residents from 
miles around and Norristown’'s 38,000 citi- 
zens buy $10, 
bles 
Taglieber's Markets 


ptm 


Plot 1. > ientinomennenetl 


794,000 worth of assorted edi- 


each year from 152 food stores like 


ELIZABETH A. MYERS, Housewile 


like Mrs. Myers preter to 
Their families purchase nearly $5,000,000 
worth of clothes a year in Norristown’s 62 
busy apparel shops. 


equal to tw 
frequency 


When is 5,000 wotts more thon 5,000 watts? 
When it's first on the dial! Operating at 560 
kilocycles, WFIL's 5,000 watts provide coverage 


enty times the power at double the 
100,000 warts at 1120 kilocycles. 


Women 
shop near home 


announcements help sell a lot of goods in 
Norristown 's 
Pharmacy) 
$1,232,000 a year. 


29 drug stores ‘like Care's 
where 11,000 families spend 


It’s Not the Size... 


Bustling Norristown . 


city... 


. just a medium-sized 


but its effective buying income of $5,083 


per family is 14 per cent above the national 


average, typical of the 


1,167,520 radio families 


in Philadelphia’s 14-County Retail Trading Area. 


You can reach more than three-fourths of Norris- 


town’s prosperous homes just as effectively and 


less expensively on WFIL’s 5,000-watt signal 
as on 50,000 watts. And WFIL outpulls local 


county stations here, as in 10 of the 14 counties. 


Schedule W FIL. 


Tee Ey ; ? a | 
We 
ie eece 
7 
HAROLOW CARE, Pharmacist WFIL spor 
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now represents nearly two dozen | 
established state fairs with an 
audience of more than 14,000,000 
people, and offers a basic rate 
structure for space, plus informa- 
tion on dates, attendance, loca- 
tions, etc. 


e WTMJ-TV, Milwaukee, has ob-! 


tained a city building permit to 
erect a 1,017’ television tower. 


e Final returns from the 1948 Cen- 
sus of Business in Detroit have 
been assembled by the Detroit 
News into an eight-page folder, 
entitled “Retail Service and 
Wholesale Trades in the Detroit 
Standard Metropolitan Area, 1948.” 
Included are data by kind of busi- 
ness group for 10 retail classifica- 
tions: food, eating and drinking, 
general merchandise, apparel, fur- 
niture, automotive, gasoline sta- 
tions, lumber, drug and other re- 
tail stores. 


e In conjunction with the 100th 
anniversary this year of the prem- 


SCRAPPY WANTS SCRAP—Scrappy, the Advertising Council's symbol of the nation- 
* meets i 


wide defense drive “to get scrap for defense p chiefs 
at the Advertising Council’s launching of the first phase of the campaign in Wash- 
ington. Left to right are Robert D. Mossman, advertising manager, Jones & Laughlin 
Stee! and volunteer coordinator of the council’s campaign; Charles E. Wilson, di- 
rector, Office of Defense Mobilization; “Scrappy”; Manly Fleischman, administrator, 
National Production Authority, and T. S. Repplier, president, Advertising Council. 


Business Promotion is cooperating , varied 


techniques of 


{of pre-1900 premium ads in li- 
braries and classrooms of leading 
business colleges throughout the 
country, “to help insure a greater 
awareness and understanding of 
premiums on the part of graduates 
of these schools.” 


|@ Radio Broadcast Management 

Council, Rochester radio station 
group organized last January and 
comprising stations WARC, 
WHAM, WHEC, WRNY, WSAY 
and WVET, reports a recent co- 
| operative employment of Pulse Inc. 
to make four 1951-52 home listen- 
ers surveys and one out-of-home 
| survey. Daily announcements over 
| all six stations during a two-week 
| period and a 3x12” newspaper ad 
|signed by the stations urged the 
| public to welcome Pulse interview- 
| ers. 


@ WGAR, Cleveland, recorded its 
best month for new business since 
| last January, when, during Sep- 


premium | tember, the station averaged one 
in a campaign of promotional ac-| merchandising, the first step of | new account per day for the en- 


ium business, Premium Practice & tivity to expand acceptance of the which is to place framed samples | tire month. 


It’s the Selling Power! 


You can’t judge Norristown’s buying power 
by its population. Nor can you judge WFIL’s 
selling power by its power output. For WFIL’s 
penetrating voice reaches 2 out of 3 radio homes 
in every corner of America’s third largest market. 
WFIL is a sure thing . . 
reach all of a market whose combined buying 
power is $6,638,759,000 . . 
into a tremendous bonus area. Total WFIL 


coverage: 6,800,000 people with more than 


$9 billion in purchasing power. 


hi. 


Memortal Ani 


. your best bet to 


. and far beyond 


and ALL of America’s 3rd Market 


adelp 


4 landmark at 


nearby Valley Fore 


SOUTH CAROLINAS 


SUPERMARKET! -- 


OMAN 


SOUTH CAROLINA’S 


LARGEST 
METROPOLITAN 
AREA 


(U. S. Census, 1950) 


LEADS BY FAR IN 


se 


GREENVILLE $4,062. [am 
Columbia 4,057. 1 


Charleston 4,004. 


Sales Management Survey 
Buying Power, May 10, 1981 


Greenville leads also in Popula- 
tion, Retail Sales, Wages, Em- 
ployment, and Autos & Trucks. 
South Carolina's Largest Metro- 
politan Area is your first market 
in S.C. 
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Retail Food Linage, 
First Nine Months 1951 


Source: Media Records 
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HE “Please Serve Yoursel During the first nine months of 
of merchandising ss 1951 ..- oS in the past eight years 
increasingly intense competi these food retailers placed more 
display space in retail outlets - - - i al- American than 
pre-sell 
and brand name- 
ork the best place to 


know 
after week they will find the largest 
selection of { food items advertised by 
the largest number of food retailers. 
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g = Youre SO right! 


ALL advertisers tell us- 


Federal Reserve Figures on Department Store Sales 


DEPARTMENT STORE 


WaAsHINGTON, Oct. 15—For the 
week ended Oct. 6, Federal Re-| 


serve Board figures place the de- SALES INDEX * 
You're SO right . . partment store sales index at 318 1935-39 EQUALS | ; 
The Salt Lake Tribune-Telegram Spay! ay 100), with by ’ 
, off 2% from e same peric in , *n1* 
is the only way to do the job! 1950, when the index for depart- aoe “4 rae 6, ‘31 _ pals 
ct. 7, °50*....325 
ment store sales for the week end- Week to Oct. 8. °49*....297 
ed Oct. 7 stood at 325. Week to Oct. 9. °48*... "336 
Out of the 12 districts reporting, Week to Oct. 11. °47*....304 
only three showed gains for the Week to Oct. 12) °46*....281 
week, the most sizable of which ainda 
was for Richmond, up 11%. The pPreliminary. 


Boston area reported an increase Te Se ney. 
of 4%, and the Dallas district was = a 
3% over the corresponding week , 
of 1950. Losses among the cities were 
Chicago and New York districts varied: Birmingham was down 
| showed losses of 6% and 5% re- | 24%; El Paso and Providence were 
| spectively, and Philadelphia, off 14%; St. Paul registered a de- 
Cleveland and Minneapolis were cline of 13%; while Milwaukee, 
off 3%. Toledo, Indianapolis, Kansas City 
—— and Dallas showed losses of 3%. 
| Largest gains among the cities 


? were in Augusta (up 30%); Wash- 
: ington (up 20%); San Antonio 
(up 17%); Erie and Akron (up 
13%), and Wichita (agein on the 
plus side, up 12%). 
% Change from ‘50 
Week Ended 
Federal Reserve Sept. Sept. Oct. 
District and City 32 29 6 
UNITED STATES 0 3 —2 
Besten District .. 4 


F rs 

3. 3 4 
5 New Haven 4 3 5 
* Boston oa --2 3 6 
“A Lowell-Lawrence —9 3 4 
‘ Springfield 0 8 7 
Sa Providence —15 -—3 —i¢ 
r New York District st ree —5 
Newark a —10 —1 —4 
Buffalo . —6 ri3 4 
New York —o> —7 —7 
Rochester 6 13 j 
Syracuse 1 18 6 
Philadelphia District _i 1 —% 
Philadelphia 10 r-5 —5 
Cleveland District —1 5 —3 
: Akron 2 8 13 
Cincinnati 1 2 —l0 
Cleveland 5 2 -8 
Columbus 4 16 3 
Toledo . 3 12 -3 
Erie 4 7 13 
j Pittsburgh —3 o —4 
% Richmond District 2 r iM 
Washington 0 6 20 
” Baltimore 8 0 4 
The Sunday OkMahoman i Atlanta District 13 a | 
Birmingham ll 45 —24 
Jacksonville 1 7 e 
Miami 2 5 4 
Cader Atlanta 5 r—18 —7 
: Augusta 21 15 30 
New Orleans 15 5 —5 
Fé amilies Nashville 6 7 4 
‘ Chicago District 0 s,s —) 
: oe Chicago 1 4 -9 
: 23 : Indianapolis 5 5 ~—3 
: Detroit 7 1 4 
: ot Milwaukee 2 4 ; 
4 St. Louls District 0 68 = 
( : Little Rock 4 M4 0 
: i In No other Sunday newspaper The Sunday Oklahoman’s Loulsville | nou- 
eae ot. AUIS rea = = 
> + F in the Southwest, regardless market of 260,398 families, Memphis 17 17 -2 
: * a : Minneapolis District —t : —3 
K 7 of city size and potential therefore, tops the list of Minneapolis $33 
; St. Pau oa — 1 
“market”, can actually deliver Southwestern markets. It 76 Duluth-Superior 0 6 —% 
y 1 inte on real market, not a potential. Kansas City District . 4 9 —2 
eS ee eee It's the Southwestern market — = af 
» - many homes as does The you should put first and fore- Kansas City 4 20 =o 
” St. Joseph 7 --4 7 
a . Sunday Oklahoman. most on YOUR list. Oklahoma Cits 4 —1 —1i 
ulsa 4 0 3 
Dallas District ri te rt 
Dallas 8 2 -3 
El Paso +s —li —14 
Fort Worth 7 2 0 
Houston 45 32 lu 
San Antonio 4 ll 17 
San Francisco District ot 1 ” 
Los Angeles Area 5 1 -1 
Oakland 0 1 o 
San Diego ....... an 2 8 1 
San Francisco —2 4-1 
Portland —1 1 1 
Salt Lake City a —5 10 
Seattle —2 -2 -2 
MORNING 146, 901 Spokane i —2 

maine 2OS,IT9 ree 
COMBINED id rRevised. 
EVENING 1 16,278 Data not available 


Old Dutch Names Nonas 


Old Dutch Coffee Co., New York, 
has appointed Elliott Nonas Ad- 
vertising, New York, to handle all 
advertising. A new campaign, the 
most intensive in the company’s 
history, will include television, ra- 
dio, newspaper and transportation 
advertising and a grocer incentive 
plan. No definite starting date has 


Shakedown Runs This Month For No Sunday Magazine section published or aon -. Fock — New 
af “ 9 sold in the Southwest reaches so many ork, formeriy handle e ac- 

New 12 Uak Gees “Hoadtiner hemes as The Sunday Magazine Section count. 

aulil, “apies cithiome of the Cutahomen ond of The Daily Oklahoman. Locally edited, 

Goss “Headliner” press. Following experimen- locally printed — it enjoys the high reader McNamara Joins Ullman 

tation and trial runs, the finest letter press, interest that pays off for advertisers. Ask J D. McN f 1 

ee ee will be avail- your Katz representative for result stories. ames . McNamara, tormeriy 


with American Type Founders, 
Elizabeth, N. J., has been appointed 
= technical service manager of 

igmund Uliman Co., division of 
THE OKLAHOMA PUBLISHING CO. - THE FARMER-STOCKMAN - WKY - WKY-TV, OKLAHOMA CITY - Represented by THE KATZ AGENCY, INC. Sun Chemical Corp., "Long Island 


City. 
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Best 
time buy 
on the market 


WCAU spot announcements have a long-time record for effectiveness. 


In 1936 when station breaks were a novelty, the Breyer Ice Cream Company 
signed with WCAU for 12 nighttime news-flash announcements per week. 


This early radio advertising by Breyers on WCAU was so successful that the 
Breyer Company expanded its schedule in Philadelphia and other markets. 


| This year Breyers renewed its 12-times-a-week nighttime contract — just as it 
| has done every year since 1936. 


These consecutive renewals with WCAU are the best proof of the effectiveness 
of WCAU nighttime spots. 


And by calling WCAU, we can help you attain the same radio success for 
your product that was created by the familiar telephone ring announcement, 
“Hello! Breyers calling.” 


WCAU 


The Philadelphia Bulletin Station 
CBS affiliate * 50,000 watts 
Represented by CBS Radio Sales 
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Towner Wants Record Straight 

on Hadacol Newspaper Ads 
To the Editor: I read with in- 

terest the Hadacol story in your is- 


sue of Oct. 8. | would like to say 
that Newspaper Advertising Ser- 
vice either didn't know what they 
were talking about or else were 
on the malicious side when they 
told you that they had asked a 


75% deposit with order from Hed- 
rick & Towner Advertising Agency 
Your story is the first i ever heard 
of that 


R Ra RRR 
Piblshers' Ke, 
TRADE AND CONSUMER PUBLICATION 


EMPIRE STATE BUILDING 
NEW YORK} ° LONGACRE 4.6634 


This department is a reader’s forum. Letters are welcome. 


As a matter of record, Hedrick 
& Towner placed something in ex- 
of $5,000 worth of Hadacol 
advertising through NAS’ Chicago 
office to appear in weekly newspa- 
pers in Texas, Tennessee and Ken- 
tucky in January, 1950. NAS billed 
us for this advertising and we 
paid them on Feb. 15, 1950, in full 
and we did not give them any more 
business for the reason that 
many of their member newspapers 
with which we had _ previously 
placed Hadacol advertising direct 
complained bitterly about our go- 
ing through NAS 

They said that not only did NAS 
charge them a stiff commission 
but NAS was slow in paying them 
and stated they would much rather 
continue to receive the advertising 
direct from us 

Since we valued the good will 
of the newspapers very highly and 


cess 


so 
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10 day Flagship Airtour for Zin .. 
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Tell ue how YOU have used 


decals in your industry ! 


* AMERICAN AIR LINES 
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Decal Window Valances Utilize 
FREE Space for Gates Rubber Co. 


Your dealers’ storefronts offer acres Of FREE advertising 
space! Identity these stores as the place to buy your 
products with full-color Meyercord Decal window 
signs and valances. Durable, low-cost Decal signs are 
washable, weather-proof and color-fast. They can be 
produced in any number of colors, sizes or designs at 
a fraction of handpainting time and cost—and they 
last for years! Investigate NOW— Free design service 


Get your Meyercord Decal 
signs up NOW! Identify your 
dealers to shifting “defense- 
plant population.” Available 
now—for the years to come, 
Decals save critical materials! 
DON'T get caught with your 


Signs DOWN! 


FREE / 


Solve your —s 
dealer sign = 
problems! Ams 
Write for 
Brochure! j 
Dept. 9-10 / 
/ 


CONTEST ENTRY BLANK! MAIL TODAY! 


customer 


dealers or advertising agency are 


Name 


Address 


 ———— 


WHAT YOU WIN. A delightful, all-expense ten-day holiday in colorful Mexico 
for two persons. RULES OF CONTEST 
describing an effective, problem-solving use of Decalcomania by your company 
or industry. Contest is open to any commercial user of Decalcomania, regardless 
of type of usage or source of supply. You do not have to be o Meyercord 
Coupon is your official entry blank. Fill out and attach to entry 

Please use Company letterhead. Contest ends midnight, Janvory 15, 1952. Ali 
entries become the property of The Meyercord Company. Decision of judges 
shall be final. in case of a tie, duplicate prizes will be awarded. Winners 

names will be published. Employees of The Meyercord Company, its retail 
ineligible. JUDGING: Entries will be judged 
on the basis of practical and interesting problem-solving uses of Decalcomania 

Enter the Contest TODAY! Anyone can Win! Attach this entry blank to your 
etter and mail to The Meyercord Co., 5323 W. Lake St., Chicago, Iilinois, Box 9-10 


Write a letter in 200 words or less, 


Firm 


wanted to cooperate with them to 
the best of our ability, we did not 
use NAS for any more advertis- 
ing. We found their billing 
somewhat sloppy, so to speak, as 
bills came trailing in from them 
in smali amounts for several 
months after—not big bills. In July, 
for instance, they sent us a $9.35 
bill for one of their newspapers 
and I believe they had a few small 
bills scattered along in March, 
April and May, all of which were 
paid promptly. 

When they tell you that they 
asked Hedrick & Towner Advertis- 
ing Agency for 75% deposit with 
order, I think they don’t know 
what they are talking about or 
else they are making a misstate- 
ment. If such a request had been 
made to Hedrick & Towner, I sure- 
ly would have known about it. 

I would further like to say that 
during the past three years we 
placed a great many thousands of 
dollars’ worth of Hadacol adver- 
tising in weekly newspapers over 
24 states. In 15 of these states we 
placed the advertising through 
their state press associations. In 
the other states we placed the ad- 
vertising direct with the news- 
papers and any of the state press 
associations or the newspapers will 
tell you that we paid our bills 
promptly, in full, and on time, 
notwithstanding the statement of 
Newspaper Advertising Service 
that they placed Hedrick & Towner 
on a 75% deposit with order basis 
because they couldn't get a credit 
rating. They didn’t quit Hedrick 
& Towner—Hedrick & Towner quit 
them after a trial for the reasons 
stated in this letter. All of this is 
of no particular importance, other 
than to keep the record straight. 

L. H. TOWNER, 

Majestic Advertising Agency, 

Houston 


also 


Ofters Advice on Education 
of an Adman’s Son 


To the Editor: It is with great 
interest that I read Earle Ludgin’s 
“What Happens If Your Son Wants 
to Enter Advertising?” I believe I 
can answer one of his questions. 

Before doing so, I suppose a good 
many fathers have been confronted 
with Mr. Ludgin’'s problem. I know 
I found myself in his boat. My own 
graduated from UCLA last 

During his last vear there, 
I extended my ictivities and 
founded the above firm. While we 
are not an advertising agency, our 
work geared towards promo- 
tional sales and promotional pub- 
licity. Public relations another 
one of our features. My son evinced 
great interest in this new develop- 
ment. He wanted a post graduate 
course but wanted that course to 
include the advertising agency 
Here is the same problem that con- 
fronted Mr. Ludgin and still 
confronting many more fathers 

For nearly a we searched 
for the solution. And to my com- 
plete satisfaction I have solved 
my problem. On top of which, ms 
son is in a sort of seventh heaven 
of delight and for the first time 
knows where he is heading 

In Phoenix, Ariz., there 
school which specializes in foreign 
trade, the diplomatic service and 
all business methods. It is The 
American Institute for Foreign 
Trade. Its national advisory coun- 
cil has, among many others, Bruce 
Barton of Batten, Barton, Durstine 
& Osborn; Flovd B. Odlum of the 
Atlas Corp.; Raymond Rubicam of 
Young & Rubicam; Thomas A 
Morgan of Sperry Corp., ete. They 
teach World Trade, Foreign Trade, 
Accounting for Management, Mar- 
keting (foreign and domestic), Ad- 
vertising Theory and Practice, and 


son 
June 


1s 


is 


Is 


vear 


Is 


this last includes the entire field 
of advertising: economics of ad- 
vertising, consumer research, copy 
appeals, advertising layouts, media, 
advertising agency and budget. 

Honorary lecturers include: 
Ralph Alden of Remington Rand; 
John D. Brown of Pepsi-Cola; 
William Constance of Westing- 
house; Ernest Corbell of U.S. De- 
partment of Commerce, and many 
heads of several advertising agen- 
cies. There are about 60 honorary 
lecturers. 

My son is already deeply en- 
grossed and has been made an ac- 
count executive. He has asked me 
if he can use two of my accounts 
as texts for a complete one year 
course—a course which will be 
handled as an advertising agency 
would handle it. They will be 
taught, shown how both in theory 
and practice, and advised by the 
best in the field. 

If any of your readers are inter- 
ested and would like to contact me, 
I will be happy to give them all 
the information necessary. Inci- 
dentally, the Institute opened its 
doors in 1946. Each student is a 
selected one. Of 1,000 graduates 
to date, approximately 300 are now 
overseas in key positions with U.S. 
business firms or government 
agencies. Another 300 hold domes- 
tic posts in foreign trade. 

In conclusion I would like to 
state I have no connection with the 
Institute beyond the fact that my 
son is enrolled there. I have never 
met any of the faculty and have 
spoken to them by long distance 
telephone only. Therefore I have 
no axe to grind. I just happen to 
have liked Mr. Ludgin’s article 
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and, as it definitely appertained to 
my own family, I feel I might be 
able to complete his story 
NoeEL MapiIson, 
Noel Madison & Associates, 
Los Angeles. 


Reports ‘Seventeen’s’ Spot 
in Fashion Ad Picture 

To the Editor: In your otherwise 
complete and exhaustive report on 
fashion advertising (Sept. 17 
sue) you failed to include Seven- 
teen among either the fashion or 
women’s magazines analyzed. This 
was probably partly because Sev- 
enteen had been listed by PIB in 
the youth market classification in 
past years. However, in view of the 
following facts, I think you will 
agree that this was an unfortunate 
omission: 

1. Seventeen is currently listed 
both by PIB and Lloyd Hall Edi- 
torial Analysis Bureau among the 
women's magazines and therefore 
should be analyzed along with 
these books whenever comparisons 
are made 

2. Fashion business placed in 
Seventeen in 1950, according to 
PIB, totaled $2,455,160 (69% of a 
total advertising revenue of $3,- 
558,801). This figure is significant- 
ly higher than many of the other 
publications quoted in your story 
and represents some 20% of your 
total for all the fashion magazines 
and 30% of your total for all the 
women’s magazines in fashion ad- 
vertising revenues in 1950. 

3. In 1951 (January-June), Sev- 
enteen led all the women’s maga- 
zines in PIB’s women’s apparel 


1s- 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY * 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


293,426 SUNDAY 
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classification in both advertising 
pages and revenue ($808,696 or 
23.6% of total revenues of $3,423,- 
481 for all women’s magazines in 
this classification). Seventeen also 
carried more retail apparel adver- 
tising than any other women’s 
magazine ($53,429), bringing the 
total fashion business placed dur- 
ing this period in 1951 to $1,162,- 
125. 

4. Seventeen is recognized by ad- 
vertisers as the most amazing 
“pull” book in all fashion advertis- 
ing and both in content and volume 
of fashion advertising is compara- 
ble to any of the magazines ana- 
lyzed by you. In fact, two of the 
advertisements used as illustrations 
for your feature appeared in Sev- 
enteen (Cohama and Princess 
Gardner). 

5. Many of the other points made 
in your story with reference to ex- 
tensive merchandising promotion, 
tie-ins, expansion of editorial serv- 
ice features—in short, the wide- 
ning and deepening of sales in- 
fluence—apply with even more 
force to Seventeen than to some of 
the publications cited in your fea- 
ture 

K. ALLAN TAYLOR, 

Advertising Director, Seren- 

teen, New York. 


Finds Feature Section 
Convenient, Stimulating 

To the Editor: The other day I 
happened to run into Charles 
Downes, of your staff, and seeing 
him reminded me about writing to 
you 

I'm eternally grateful and most 
enthusiastic about your feature 
section in ADVERTISING AGE. 

Now I can immediately locate 
the Creative Man, Jim Woolf, and 
the other excellent contributors. 
It’s a great convenience for idea 
men, as well as a constant stimu- 
lant 

Many thanks for thinking of us 
creative executives and congratu- 
lations for making a splendid pub- 
lication even better. 

EUGENE HEIFFEL, 

Vice-President, G. M. Basford 

Co., New York. 


Sackheim Is Peter Pan Agency 

To the Editor: We are very ap- 
preciative of your item in the Oct. 
8 ADVERTISING AGE announcing our 
forthcoming “Hidden Treasure” 
promotion 

However, we wish to call your 
attention to an error. Your article 
stated that Rogers & Cowan was 
our agency. Rogers & Cowan does 


handle our public relations and 
publicity. 

The Ben Sackheim agency of 
New York handles our advertis- 


ing. Frankly, we're very pleased 
with the work they do and some- 
what upset when they're not given 
proper credit. We're sure you un- 
derstand how we feel. 
HENRIETTA ROsS GREEN, 
Advertising Director, Peter 
Pan Foundations, New York. 


Study of AA Provides Ideas 
for ‘Grass Roots’ Agency 

To the Editor: I have read many 
of the testimonials appearing in 
ADVERTISING AGE attesting to the 
value of your publication. Most 
of the testimonials are from titled 
executives who control or influ- 
ence the spending of large sums 
of advertising money. 

As the owner of a small agen- 
cy, and I mean small in compari- 
son, I would like to “add another 
log to the fire.” 

Being small we do not have the 
research, production or other fa- 
cilities within our walls that are a 
part of large agency operation. 
However, we face the problems of 
developing material that will be 
competitive with that prepared by 
large agencies. 

Over a period of years, through 


ine Ge ie 
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ADVERTISING AGE, we have reached 
suppliers and services enabling us 
to accomplish competitive pro- 
grams. But this is only part. By 
studying, not reading, ADVERTISING 
AGE we have obtained merchan- 
dising ideas and suggestions that, 
with comparatively little revamp- 
ing, work wonderfully well for our 
accounts. 

Any small agency that pays at- 
tention can obtain free information 
through ADVERTISING AGE that has 
cost someone thousands of dollars. 

James D. Woolf's articles have 
furnished us with more logical rea- 
sons for doing or not doing things 
than any articles or books ever 
brought to our attention. He is 
performing a distinct and val- 
uable service for agencies our size. 

It just occurred to us that per- 
haps you had not heard from the 
“grass roots” recently and might 
want to know if you were being 
noticed. 

Racpu P. COLEMAN, 

Coleman Advertising Agency, 

Portland, Ore. 


The NEWSPAPER in WISCONSIN 


offering all these 
services free to advertisers! 


@ 70‘. tie-in guarantee on Grocery and 
related products. 


And is APPLETON really 
GROWING! 


(The A.B.C. City Zone) 


Twice weekly dealer contacts on all 


products 52 times a year! 


o 

@ Complete, up-to-date Grocery, Drug 
and Liquor Route Lists. 

e 


Annual Consumer Buying Habit Study 


> 
an pred a of the entire city zone including brand 
’ =P preferences, where people buy, and a 
1930 25,265 Pop. complete store distribution check on 
1920 19,561 Pop. all products. Write Gen'l Advt. Dept. 


Sell in the THIRD Lorgest City Zone Market in Wisconsin! 
THE APPLETON POST-CRESCENT 


Though on the surface your product and 
competing ones may be “‘as like as two peas,” 
vet there is a way to make your product 
Stand out from all the rest. 


ike one White Pea in a pod! 


In your product or its use, just as in you 
yourself, there is genuine individuality. 

This lies, not in any superficial differences 
that others may match next season, not in 
any trick presentation, but in the creation of 
a unique and distinctive personality that be 
longs to you, alone. 


the products ofttered by your competition, 


In many different industries and businesses 
we have assisted clients to achieve this individ 
uality... helped make their products and serv 
ices stand out like the one white pea in a pod. 

° ° ° 
The J. Wavrer THompson Company 


420 LEXINGTON AVENUE, NEW YORK I7,N. 4 


Determined, consistent association can fix 


this individuality more and more firmly, until 
it is your product. 

Then, every unit of your promotional effort 
—from the package and shipping carton them- 
selves to publication advertising, outdoor, radio, 
television, film—becomes increasingly ettective 
as it identifies and isolates your product from 


There are 28 other J. Waiter Thompson Company 
offices strategically located throughout the world. 


Other U.S. Offices in: Chicago, Detroit, Hollywood, 
Los Angeles, Lakeland, Miami, San Francisco, 


Seattle, Washington, D. ¢ 


Principal International Offices in: Argentina, Austral- 
ia, Belgium, Brazil, Canada, 
India, Mexico, South Africa 


England, France, 
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To Direct Bread School 

Lloyd R. Wolfe, head of his own 
bakery management concern, has 
been named managing director of 
the School for Bread Sales Man- 
agement, a new school designed to 
study wholesale bread selling, and 
sponsored by E. J. Sperry Indus- 
trial Publications, Chicago 


Appoint Comstock Agency 

Hospital Service Corp. of West- 
ern New York and Western New 
York Service Plan Inc., Buffalo, 
have appointed Comstock & Co., 
Buffalo, to handle promotion of 
Blue Cross and Blue Shield plans 
throughout the western New York 
area. 


powerful. 
is looked upon by retailers as 


Published by 


IN INFLUENCE AND PRESTIGE with the 
nation's top furniture and home furnish 
ings store buyers, REVIEW is uniquely 
Published by NRFA, REVIEW 
“our own 
magazine’. Write for full details today 


@WHERE STRENGTH COUNTS 


MATIONAL RETAIL FURNITURE 


Radio, Appliance 
Sale Dip ‘Serious’ 
New York, Oct. 17—Radio and 


electric appliance sales are in a 
serious slump, and concerned bus- 


, iness men have one eye on govern- 


ment directives curtailing essential 
materials and the other on the 
wary buying public, Electrical 
Merchandising, a McGraw-Hill 


| publication, says in its current is- 


sue, 

“Although the country’s economy 
is operating at alltime records,” 
the business paper “the 
whole consumer goods field has hit 
a slump. Sales are low, but pro- 
duction for the first half of the 
year in many appliance lines has 
been the biggest in history. 

“Adjustment to normal 
and demand might come 
middle of 1952.” 


Says, 


supply 
in the 


s “Increased housing, the end of 
the television freeze and FCC's 
permission for power increases to 


some TV stations may help, but 


the proposed higher personal in-}| 


and 
major 


come taxes increased excise 
taxes on appliances will 
hurt sales more,” it is predicted. 


For the last few months of the 
year, less production, liquidation 
of inventories, firmer prices and 


seasonal improvement in sales are 
indicated, the publication finds. 


Law Rejoins Milford & Co. 

Marion Law Jr. has resigned 
as public relations director of Col- 
man, Prentis & Varley, New York, 
to rejoin J. W. Milford & Co., New 
York, as a v.p. Mr. Law is cur- 
rently directing promotion of the 
International Motor Show in Lon- 
don and is conferring with British 
auto industry leaders on 1952 
plans for the U. S. market. 


To International Furniture 

Jack Bard, formerly manager of 
sales, promotion and development 
of DuMont Television Network, 
New York, has joined International 
Furniture Co., Chicago, as assist- 
ant to the president. 


for listenership... 


my 


the 
GREAT VOICE 
of the 
GREAT LAKES 


of new sales prospects. 


...for sales! 


There is something about a University of Michigan 
or Detroit Lions football game that causes radios 
to snap on all over the Michigan-Great Lakes area. 
This year, as in the past, these millions of listeners 
will have their dials set to WJR. This means 
that advertisers—already accustomed to WJR’S 
audience leadership—will attract a vast new 
audience, and get the attentive ears of thousands 


Yes, WJR gets more listeners—day after day, 
month after month—than any other station in its 
market. And WJR holds these listeners by smart 


showmanship and programming. Get the largest 
possible audience for your sales messages. Buy 
W4JR, the Great Voice of the Great Lakes. 

Remember . . . first they listen . . . then they buy! 


. 


Represented Notionally by 
Edword Petry & Company 


WJR—now celebrating 25 years 
of service to home and nation 


*Indicates first 


listing in this column. 


Oct 21-24. Screen Process Printing 
Assn., third annual convention, Bellevue- 
Stratford Hotel, Philadelphia 

Oct 22-23. Agricultural Publishers 
Assn., annual meeting, Chicago 
*Oct. 24. Audit Bureau of Circulations 
circulation clinic, Congress Hotel, Chica- 
go 

Oct. 24-25. Ohio Assn. of Broadcasters, 
fall meeting, Hotel Carter, Cleveland 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circula- 
tions, annual meeting, Congress Hotel, 
Chicago 

Oct. 25-27. Advertising Typographers of 


25th annual Hotel 


Havana, Cuba 


America, 
Nacional, 


convention 


Oct. 25-26. Central Council, American 

Assn. of Advertising Agencies, Chicago 
Oct. 27-28. Intercity Conference of 
Women’s Advertising Clubs, AFA, Tole- 
do, O 

Oct. 28-31. Life Insurance Advertisers 
Assn., annual meeting, Williamsburg, Va 
*Oct. 30. New England Newspaper Ad- 
vertising Executives Assn., annual meet- 
ing, Parker House, Boston 

Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn. 
of Advertising Agencies, Roosevelt Hotel, 
New York. 

Nov. 12-13. First District, Advertising 
Federation of America, Boston 
Nov. 12-15. Financial Public Relations 
Assn., annual convention Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit 

Novy. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Nov. 18-20. National Newspaper Pro- 
motion Assn central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20. Controlled Circulation Audit, 
innual meeting, Drake Hotel, Chicago 
Dec. 27-29. American Marketing Assn., 
winter conference, Hotel Kenmore, Bos- 
ton 
Jan. 19-20, 1952. National Advertising 
Agency Network, western regional meet- 
ing, Nicollet Hotel, Minneapolis 
Jan. 20-23. 1952. Newspaper Advertis- 


ing Executives Assn Edgewater Beach 
Hotel, Chicago 

Jan. 24-26. 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 


land, Cal 

Jan. 25-26, 1952 
vertising Managers, 
Louis 

Jan. 26-27. 1952 
Agency Network, eastern 
ing, New Weston Hotel 

Feb. 8-9, 1952. Pennsylvania Newspaper 
Publishers’ Assn., display advertising con- 
Penn Harris Hotel, Harrisburg 

April 1-3, 1952. Point of Purchase Ad- 
vertising Institute mnual symposium, 
Waldorf-Astoria Hotel, New York 

*May 25-28, 1952 National Business 
Publications, spring meeting, Skytop 
Lodge, Skytop, Pa 

June 8-11, 1952 
of America, 48th 
exhibit, Waldorf 
York 

June 22-26, 1952 
the West, annual 
Hotel, Seattle 

June 29-July 2, 1952 
trial Advertisers Assn 


Assn. of Railroad Ad- 
Sheraton Hotel, St 
National Advertising 
regional meet- 


New York 


ference, 


Advertising Federation 
annual convention and 
Astoria Hotel, New 


Advertising Assn. of 
convention, Olympic 
National Indus- 
, annual conference, 


Palmer House, Chicago 

*June 10-14. 1953. National Business 
Publications, spring meeting, Broadmoor 
Hotel, Colorado Springs, Col 


Worthington Boosts 
Laramy and Carroll 


Worthington Pump & Machin- 
ery Corp., Harrison, N. J., has pro- 
moted J. B. Laramy to assistant 
manager of the 
marketing re- 
search depart- 
ment. Mr. Lara- 
my has been with 
the company 
since 1929, and 
was named as- 
sistant Chicago 
district office 
manager in 1945. 

J. T. Carroll, 
regional distribu- 


tor supervisor of J. B. Loramy 
the air condition- 

ing and refrigeration division in 
Chicago, has been named assistant 
manager of the Chicago district 
office. 


Ky. Dailies Boost Two 


Douglas D. Cornette, promotion 
manager for the Courier-Journal 
and Louisville Times, has been 
promoted to assistant to the gen- 
eral manager. Basil P. Caummisar, 
assistant country circulation man- 
ager, has been boosted to promo- 
tion manager succeeding Mr. Cor- 

i nette. 
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ae 


if 
hi 


months gone 


For the first 9 months of 1951, magazines of the 
Dell Modern Group— Modern Romances, Modern Screen 
and Screen Stories—led all major screen-romance 


magazines in advertising linage. 


And Modern Romances with America’s Youngest 
Married Woman Audience, shows over 100% increase in 


food and household advertising for 1951. 
There must be a reason. 


Most people agree it's the quality of Dell's editorial 


content and the market which it attracts. 


dell modern group 


modern romances modern screen screen 


stories 
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Little Opens in Mexico 


Arthur D. Little Inc., Cambridge, 
Mass., has opened a Latin Amer- 
ican office in Mexico City at Edi- 
ficio International 963, Reforma 
1, Mexico 1, D. F 


DAYTONA BEACH 


FLORIDA 
Florida's Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity 

2. Over $59,000,000 effective buying in- 
income 

3. Over $60,200,000 retail sales 

4. A quality market index of 139. 

5. 1950 total advertising 11,416,160 lines. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V J. Obenaver Jr. In Jacksonville 

And Nationally Represented My 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Sales Executives Elect 

The newly formed Sales Execu- 
tives Club of the Mohawk Valley, 
Utica, N. Y., has elected Edward 
F. Barnard, assistant sales man- 
ager of the Rome division of Re- 
vere Copper & Brass Inc., presi- 
dent, Other officers elected are: 
Henry O. Steinhorst, president of 
Emil Steinhorst & Sons, v. p.; Fred- 
erick Marks, sales manager of 
Rome Cable Corp., secretary; Clark 
W. Moore, v.p. and treasurer of 
Kerk-Guild Inc.. Whitesboro, N. 
Y., treasurer 


Fuller Offers Bench Ad 


W. P. Fuller & Co., San Fran- 
cisco, is offering retailers in the 
Los Angeles area a cooperative 


bench advertising plan. Under the 
plan, each bench back is shared 
by a can of Fuller paint shown in 
color and the retailer’s copy. Ar- 
rangements for retailers’ participa- 
tion have been made by United 
Bench Advertisers, Los Angeles, 
bench plant operators. Jordan Co., 
Los Angeles, is the agency for 
United Bench Advertisers. 


NEW PORTABLE—One of the promotional features of this sewing machine, recently 
introduced in the East by |. J. Moritt, New York, is its container, designed by Robert 
Gair Co., which may be used for point of sale display. The machine, which re- 

tails for $79.95, will have national distribution in about six months. 


Hallmark of 


Superior Papers... 


: , Ceibiiie Mahogany 


DESK AND INTERIOR BY DOTEN-DUNTON DESK COMPANY 


Never satisfied with 

present accomplishments, 
MeLaurin-Jones strives 

unceasingly to offer 
business and industry 

even greater performane e 
and value in printing, 

packaging and specialty 
papers. If it's made by 

MeL aurin-Jones — it’s a 


superior paper. 


Among the wide range of McLaurin- 
Jones 
cellence, are: Waretone, mirror- 
finish coated paper for printing, 
label, box covering, cover and 
postcard work. Guaranteed Flat 
Gummed Papers for labels. seals 
Old Tavern Gold and 
Platinum Metallics for labels, box 
work and Relyon 
Reproduction Paper for the print- 
ing trade. A full line of Sealing 
Tapes, Stays, and Gummed Cam- 
brics for boxes, cartons, and 
containers 


papers, famed for their ex- 


ana sticker 


printed preces 


LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND GUMMINGS 


TECHNICAL, INDUSTRIAL, SPECIFICATION AND CHART PAPERS 


Advertising Age, October 22, 1951 


Don’t Blame the 
Retailers, Coward 
Tells Sales Critics 


Detroit, Oct. 16—Charles J. 
Coward, merchandising manager 
for Nash-Kelvinator Corp., has 
come to the defense of the retail 
salesman with the observation 
that salesmanship on the retail 
level would be more effective if 
management did its part in devel- 
oping a striking sales story for its 
products. 

Mr. Coward said that “Ameri- 
can business must support its sales 
training programs with strong con- 
sumer appeal built into the prod- 
uct, action devices to help the 
salesman do his job easily, and 
product integrity.” 

“Don’t condemn salesmanship 
categorically,” he said. “Look to 
management operation to be sure 
first that it has developed in the 
product a basic reason why the 
prospect should buy against other 
competitive brands.” 


e After the salesman has been 
trained in selling fundamentals 
and product advantages, Mr. Cow- 
ard said, the next step is to de- 
velop an “action compeller, a de- 
vice to make the lazy salesman 
perform his job once he gets into 
the buying zone with a prospect.” 

Mr. Coward said Kelvinator 
used a tiny bell in 1949 inside its 
low-end refrigerators to stimulate 
customer curiosity and to help the 
salesman to step a prospect up to 
a larger, higher-priced refrigera- 
tor. He said the device added $1,- 
400,000 to Kelvinator’s gross busi- 
ness that year in sales of higher- 
price models. 

Another step in sales prepared- 
ness, he said, is building faith in 
the integrity of the manufacturer. 
In building a reputation for integ- 
rity, Mr. Coward said, “there can 
be no compromise with product 
quality in times of shortages in 
basic materials such as we have 
today.” 


@ He added: “A second factor is, 
of course, integrity in a firm’s bus- 
|iness policies in functioning with 
its distributors and retailers. A 
firm that expects loyalty from its 
dealers will have that loyalty only 
| to the extent that it earns it.” 
| Mr. Coward said the manufac- 
turer can only build dealer trust 
by helping the dealer to operate 
at a profit through good times and 
| bad. 

Finally, he said, the integrity of 
American business and business 
men is the foundation of the free 
enterprise system. 

“In a broad sense, businesses 
which are not built on integrity 
will affect the morals of all the 
people just as will dishonor in 
public life,” Mr. Coward reasoned. 
“From the long range viewpoint, 
this third factor is the vital one 
for all of us as business men.” 


Circulation Increases 

Average net paid circulation of 
13 national magazines in Canada 
during the six months ended June 
30, 1951, was 132,088 more than in 
the same period last year, accord- 
ing to figures of the Magazine Ad- 
vertising Bureau of Canada, To- 
ronto. The new high of 2,913,651 
is 564,890, or 24%, greater than in 
the first six months of 1948. 


ELIZABETH 


NEW JERSEY 


A Wealthy Market For Your Product 


Covered By The 
ELIZABETH DAILY JOURNAL 
THREE QUARTERS of Union 
County’s $417,354,000 business is 
done in The ELIZABETH DAILY 
JOURNAL’S Trading Market. Ad- 
vertise in the ELIZABETH DAILY 
JOURNAL, 

ass Pon averriqnat, mamas? Pacts 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


ipal advertising centers 
CITY ZONE FOLDER 
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Study Shows Most 
Apparel Stores Give 
Employes a Discount 


WaAsHINGTON, Oct. 16—All men’s 
wear stores surveyed by the Na- 
tional Assn. of Retail Clothiers & 
Furnishers permit employes to buy 
goods at the store at a discount. 

About three-quarters of the 98 
stores surveyed permit the wives 
of employes to buy at a discount. 
However, there is an unusually 
wide variation in the discount al- 
lowed, ranging from 10% off the 
retail price to wholesale cost. The 
typical discount is 25%. 

The report shows that: Two 
stores give a 10% discount; 1 store 
gives a 15% discount; 25 stores 
give a 20% discount; 20 stores 
give a 25% discount; 15 stores 
give a 30% discount; five stores 
give a 3314% discount; nine stores 
give a discount equaling cost plus 
10%, and 18 stores will sell mer- 
chandise to employes at absolute 
cost. Several stores did not report 
details. 

In fewer than 15% of the stores 
is a discount allowed on marked 
down or sale price merchandise. 


Rules Against True Mtg. 

True Mfg. Co., Gresham, Wis., 
lingerie manufacturer, has en- 
gaged in unfair competition against 
Northmont Hosiery Co., Reading, 
Pa., by use of an orchid design as | 
a trademark, Federal Judge Rob-| 
ert E. Tehan ruled in Milwaukee} 
last week. He said True would be} 
restrained from use of the design, 
but there would be no damages as- 
sessed. The orchid design was 
copyrighted by Northmont in 1942. | 


Two Shows on National Net 
Two local programs on KRIZ, 
Phoenix, “Breakfast in Phoenix” 
and “Junior Rangers of America,” | 
are receiving national airing via| 
the Liberty System. “Junior Rang- | 
ers of America” is a talent hunt and | 
thrift promotion program for chil- 
dren aimed at sponsorship on a 
local level by saving and loan as-| 
sociations and banks. The two! 
shows are handled by King, Ack-| 
erman, Deckard & Burch, Phoenix. 


Hudnut Sponsors TV Show 

Warner-Hudnut Inc., New York, | 
has signed to sponsor the 3:45-4 
p.m. segment of “The Frances 
Langford-Don Ameche Show,” 
daily TV show, 3-4, PST, ABC- 
TV network, on Mondays, Wednes- 
days and Fridays, effective Oct. 22. | 
Richard Hudnut products will be! 
advertised. Kenyon & Eckhardt 
Inc., New York, is the agency 


Dallmann Rejoins Crosley 

William Dallmann has rejoined 
Crosley Broadcasting Corp., Cin- 
cinnati, as merchandising head of 
the grocery division. Before re- 
joining Crosley Broadcasting, he 
was radio, TV and special promo- 
tions director of Mueller, Leibing 
& Parkins, Cincinnati agency 


Booz, Allen Adds Three 


Booz, Allen & Hamilton, New 
York, management consultant, has 
admitted into partnership Clyde 
S. Seney, John P. Gallagher and 
William S. Powell. 


White, Berk Appoints Rosen 

G. Rosen has been appointed 
copy chief of White, Berk & Barnes, 
New York agency. 


HAVERHILL 
MASSACHUSETTS 


\ Trading Zone Population Of 
104,479 Reached Thru The 
HAVERHILL GAZETTE 
The $59,827,000 effective buying in- 
come of Haverhill affords a lucra- 
tive potential for your advertising. 
REQUEST MORE FACTS—ADVERTISE IN HAVERILL 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principo! advertising centers 
— GET OUR CITY ZONE FOLDER — 


It’s a farm market, the richest on earth. It’s a mass market, dominated by 


ymer 


Cappers 


} 


Ni ez 
‘fi 


farmers. You can’t sell Mid-America 
without the farmer—nor the magazine that 
/ concentrates on him alone. 


(yrs 


| 


sets MID-AMERICA 


the richest Farm Market on Earth! 
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Fairchild Named Editor 


tuth Fairchild, formerly in 
charge of women’s food and service 
publicity at Kenyon & Eckhardt, 
New York, has been appointed 
food editor of Today's Woman, 
New York, a Fawcett publication. 


Doremus Ups Williams 
Richard E. Williams has been 

elected a v.p. of Doremus & Co., 

New York. He will continue as 

treasurer and a director of the 
ympany 


In CANADA 


31% of the sales made 
in retail stores are 


| 


made to Families reading 
The STAR WEEKLY 
ask for information 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


DuMont Low-Cost 
Shows Best Buys, 
Witting Declares 


PHILADELPHIA, Oct. 16—DuMont 
Television Network last week 
made another pitch for one of its 
cardinal principles: low-budget 
shows pay off on television. 

Presenting the network's phil- 
osophy was Chris J, Witting, di- 
rector and general manager of 
DuMont, who spoke before the 
Television Society here 

Low-cost TV programs, in 
cleverly-contrived packages, can 
do a better job for the advertiser 
than their expensively produced 
counterparts,’ Mr. Witting said. 


e “DuMont Program X with a to- 
tal cost of $12,500, and a rating of 
20.4, had as its opposite number on 
another network, a program with 
a rating of 18.4, vet the other web’s 
program cost more than three times 


on another web last year cost $34,- 
500 and drew a rating of 18.8—an 
audience of 5,899,000. In other 
words the sponsor was getting 171 
viewers per dollar. 

“At the same time, DuMont’s va- 
riety program, ‘Cavalcade of 
Bands,’ cost $10,000, rated 12.7 and 
gave its sponsors 321 viewers per 
dollar.” 


Tintair Promotes Three 

Bymart Inc., New York, manu- 
facturer of Tintair, home _ hair 
coloring, has made three promo- 
tions in its executive staff. Nat 
Kalech, formerly general sales 
manager, has been named 2nd v.p. 
for field sales management. Louis 
Lerner, formerly research director, 
has been appointed 2nd v.p. for 
product development, and Henry 
Pyt, formerly Newark plant man- 
ager, has been named 2nd v.p. for 
manufacturing. 


Welch Joins ‘Parade’ 


J. Robert Welch, formerly New 
York representative for Atlantic, 
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‘New Pack’ Pushed by Red Cherry Institute 


Cuicaco, Oct. 16—National Red 
Cherry Institute is spearheading 
its third annual “new pack” pro- 
motion with two four-color half 
pages each in Collier's and The 
Saturday Evening Post and one 
four-color half-page in Better 
Homes & Gardens and Look. 

The promotion is one of two 
conducted by National Red Cherry 
Institute each year, the other being 
National Cherry Week, featuring 
a cherry pie baking contest, which 
will be held Feb. 15-22 next year. 
The institute spends approximate- 
ly $200,000 annually for the two 
promotions. 


es In addition to its own national 
advertising, the institute benefits 
from considerable voluntary tie- 
in advertising conducted by the ice 
cream industry (cherry pie a la 
mode), E. J. Brach & Sons (choco- 
late-covered cherries), and Kraft 


pal advertising centers 
— GET OUR CITY ZONE FOLDER — “An extravagant musical show staff of Parade. 


as much as Program X has joined the New York sales Foods Co. (cherry tarts or cherry 


pie garnished with a 


ty Sohn Chapman 


drama editor. New York News 


chorus girls have brains 


‘dele 
from the Sunday News, August 19, 1951 
My recent comment on the decline of 
the chorus girl has areused a furor a jour 
nalistic word which means a slight argu 
ment. The gist of my observations was that 
today’s chorine is so busy improving het 
mind that her person has deteriorated. 

She no longer attracts baldhead= in the 
first row and is responsible for the disappear 
ance of the Stage Door John, Instead of look 
ing like a luscious and friendly tomato, she 
looks like a brain, boning up for a Ph.D. in 
Physical Education 

Physical Education is something the ideal 
chorus girl does not need. She's already had 
it. In the gay days a chorine never took any 


lessons — she gave them. 


who started it? 


The letters | have received range trom 
ipprobation to denunciation, One reader who 
is on my team saves that he rarely sees a 
pretty face. ora young and gay one 

The first place brainwork shows is in the 
face. Tt makes one seem old bevend one’s 
vears. Look at Einstein, for instance, Or me 

It never will be settled whe is te blame 
for the decline —or improvement, if vou are 
on the other team — of the chorus girl It 
might have been Florenz Ziegfeld and Earl 
Carroll, or Andre Charlot, whe picked girls 
whe combined looks, brains and talent, like 
Gertrude Lawrence 

L ndoubtedly one of the chief perpetrators 
of the modern musical comedy girl is \gne 
De Mille, whose wenches in “Oklahoma” were 
ballet dancers. But bt de remember that they 
were cute, too — like Joan MeCracken 

Tam reminded by readers who oppose me 
that some dishes are left te be seen, One 
points out that the eight ladies in “Guys and 
Dolls” look okay. and Lam foreed te admit it 
But these don’t have to exhibit any acquired 
skills or ballet work. When they sing “Take 


Back Your Mink” they sereech. They're just 
fine all the way areund ... 

As Elwood Dowd might have said in 
“Harvey.” that’s a nice phrase, “all the way 
around.” Do you mind if I say it again’ All 
the way around, 


a chorine objects 


Miss Carol Cole, a member of the ensem 
ble of the musical “Seventeen.” addresses me 
with ladylike disgust. She writes: 

“Your devotions to ‘tomatoes’—L presume 
you use the word in the Bugs Baer rather 
than in the salad sense —upends me. You're 
living in the past, Mr. Chapman. 

“For good looks, personality, joie de vivre 
and professional skill TH mateh my col 
leagues in ‘Seventeen’ against a like number 
of girls from whatever remote musical you 
may dredge up from your memory. 

“But we doen't carry on our remances al 
stage doors or in the alleys abutting them 
You've been vietimized by the old saw, ‘Di- 
tance lends enchantment.” You're old enough 
to Know better.” 

Miss C. adds,” As for Stage Door Johnnies, 
we girls all have dreams of getting married 
and raising useful young citizens. De you 


think a child would be proud of a mother 


a 


whe was ever referred to as a “tomato” 


I don't suppose so, Miss Cole, for children 
are getting eut of hand these days: they are 


~«» damnably intellectual and refined. 


everybody's refined 

In fact, dear young lady, the whole theatre 
is so damnably intellectual and refined. The 
only comedian left who resists progress t- 
Jimmy Durante. Everybody else is trying te 
act like Clifton Webb. 

Everything is psychological, including che 
rus girls, and it and they are beginning 
to hore me. | long for somebody like Helen 


Kane or Zelma O'Neal —and Patsy Kelly! 


D. Y...more than 2.225.000 
SUNDAY more than 1.000.000 


Ah, that Kelly girl! T still remember the 
time when somebody ina show, of course 
said to Patsy, “You're stupid.” and she re- 
plied, “If you think P'm stupid you ought to 
see my uncle —he’s bent way over like this.” 
Kills me every time I think of it. 

The only good show last season that wasn’t 
psychological or intellectual was “Guys and 
Dolls.” Its characters are slobs and rough- 
necks. The chorus girls don't do a blamed 
thing except undress in one number, The 
ballet is handled by the men, and a seedier- 
looking lot you never saw, dear Miss Cole. 
And the ballet is a crap game in a sewer. 


Va —_ 


KD 


p 


Now, do you suppose there could be any 
connection between the lack of refinement 
in “Guys and Dolls” and the fact that it is 
the No. | hit? Mavbe I'm not se dumb. 


On seventy-odd mornings a year, 
John Chapman reviews a new play 
or entertainment, Other mornings, 
the theatre page of The News has 
something bright, sparkling, or just 
plain interesting. 

in interesting newspaper gets 
readers for advertising. And the 
paper with two million circulation, 
in and around New York City, gets 
readers in the best and biggest 
markets in the world. 

Whatever kind of customers you 
want, The News reaches more of 
them, more effectively, and more 
cheaply than any other medium... 
To learn more abeut the medium 
and market, call any News office. 


NEW PACK—One of eight half-page four- 

color ads scheduled by National Red 

Cherry Institute to promote the new fall 

pack. This ad appeors in the Oct. 13 
Saturday Evening Post. 


cheese). Pillsbury Mills and Wes- 
son Oil also tie in by featuring 
cherry pies in many of their ads 
during the promotion 

The institute also has mailed 
some 2,006,000 point of sale pieces 
to be used by retailers, bakers, 
restaurants, hotels, soda fountains, 
etc., in promoting foods made with 
red cherries. 


e@ An additional 50-60 ads are 
scheduled in trade publications in 
the chain and voluntary grocery 
store field, restaurant and hotel 
field, and in at least one ice cream 
industry trade publication. 

Byrne Marcellus Co., trade as- 
sociation management company, 
handles promotions for National 
Red Cherry Institute (as well as 
for eight other trade associations, 
most of them in the food field) 
Western Advertising Inc. handles 
the advertising 


Mantrose Appoints Conahay 

Robert Conahay & Associates, 
New York, has been appointed 
agency by the Mantrose Corp., 
New York, manufacturer, bleacher 
and importer of shellac. Bert 
Reese Syndicate is the former 
agency 


Albert Joins Grey Agency 

Gerard J. Albert, formerly assis- 
tant copy chief at R. H. Macy’s 
department store, has joined the 
copy staff of Grey Advertising 
Agency, New York. 


Reed Joins Steamship Co. 

James E. Reed has been named 
sales promotion director of the 
Standard Fruit & Steamship Co., 
New Orleans 


LYNCHBURG 


A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1950 per capita retail 
sales ($1,250) were 36° higher 
than the U.S. average. 

ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 


N 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Edwin G. Booz, 64, 
Pioneer Business 
Consultant, Dies 


EvaANsToN, ILL., Oct. 16—Edwin 
G. Booz, 64, founder of the man- 
agement consulting firm of Booz, 
Allen & Hamilton, Chicago, died 
Sunday in Evanston Hospital fol- 
lowing a two-year illness. 

At present the firm represents 
20 of the 100 largest manufac- 
turers and, since its beginning in 
1914, reports it has worked as con- 
sultant for more than half of the 
163 lines of business in this coun- 
try. 

Mr. Booz was a pioneer in the 
development of modern manage- 
ment consulting practices, and one 
who emphasized the importance of 
the human element in business 
operations. 

An early believer in the im- 
portance of setting objectives and 
developing plans to meet them, 
Mr. Booz, while at Northwestern 
University majoring in economics 
and psychology, set up his own 
personal board of directors—a 
preacher, a lawyer, a college pro-| 
fessor and a banker—to help him | 
shape his career. 


@ In 1914, upon graduation, Mr. 
Booz opened his own office in Chi- 
cago to perform business surveys 
for corporations and institutions. 
His first major assignment came 
from the railroads of Illinois, 
which requested a survey of the 
economies of the state’s 102 coun- 
ties as a basis for rate adjustment. 

In 1917 he entered the Army as 
a private, and rapidly rose to the 
rank of major, becoming a special 
assistant to Secretary of War New- 
ton D. Baker. 

Secretary of the Navy Frank 
Knox requested his assistance‘ in 
the early days of World War IL. 
The assignment was to help or- 
ganize requirements for finances, 
personnel, equipment, programs 
and procedures to cover the Navy’s 
urgent expansion to full wartime 
status. The Navy itself had esti- 
mated that it would take four 
years, but it was done in two. Sec- 


retary Knox later told a congres- 
sional committee that the govern- 
ment’s money had never been 
spent more effectively. 

Mr. Booz helped found the Assn. 
of Consulting Management Engi- 
neers, which organized in 1929 to 
insure the maintenance of uni- 
formly high standards in the pro- 
fession. He served as president of 
the association in 1943 and 1944. 

He was active in the formation 
of the Committee for Economic De- 
velopment, and was a member of 
the American Management Assn. 
and the Alpha Delta Phi frater- 
nity. 

Mr. Hamilton joined with Mr. 
Booz in 1935, and Mr. Allen fol- 
lowed a year later 


FRANK H. MERRILL 

Los ANGELES, Oct. 16—Frank H. 
Merrill, 80, president of the Los 
Angeles Soap Co., died Oct. 12 of} 
a cerebral hemorrhage at Good| 
Samaritan Hospital. 

Mr. Merrill had been with the 
company for 54 years, and its pres- 
ident since 1928. Besides heading 
Los Angeles Soap Co. fourth 
largest in the world, he was also 


NORTH CAROLINA 
New Bern is the buying center of 
Craven County’s— 
$39,996,000.00 

effective buying income. 
The Sun-Journal, New Bern’s only 
newspaper will cooperate in build- 
ing sales for you. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principol advertising centers 
— GET OUR CITY ZONE FOLDER — 


~ es 


president of White King Soap Co., 
California Rendering Co., and 
Copra Oil & Mea} Co. 

Among the achievements cred- 
ited to him was development of 
the first satisfactory granulated 
soap for use in electric washing 
machines. Mr. Merrill was active 
in the business up till the time 
of his death 


CURRIE W. HAINES 

Los ANGELEs, Oct. 16—Currie W. 
Haines, 47, advertising art director 
and commercial artist, died Oct. 12 
at his home in Pasadena. He had 
been in Los Angeles since 1919, 
and was associated with the Mc- 
Carty Co. since 1926. 


JAMES A. SPALDING 

HartForp, Oct. 16—James A. 
Spalding, retired newspaper adver- 
tising executive, died Oct. 10 at his 
home in Hartford following a long 
illness. 

He became an advertising sales- 
man for the Hartford Times in 1923 


and was retired in 1949 after 
nearly 26 years’ service. Before 
joining the local Gannett after- 
noon daily, Mr. Spalding was busi- 
ness manager for the old Hartford 
Post and advertising manager of 
the Hartford Courant for 18 years. 


JOHN J. DOYLE 

MERIDEN, Conn., Oct. 16—John J. 
Doyle, 70, a member of the busi- 
ness staff of the Meriden Daily 
Journal until his retirement in 
1946, died Oct. 11 at the Meriden 
Hospital. 


WILLIAM H. BENNERS 
Datias, Oct. 16—William Hay- 


wood Benners, 91, formerly busi-| 


ness manager and assistant to the 


publisher of the Dallas Morning| 


News, died nere Oct. 13. Mr. Ben- 
ners retired in 1947 after 55 years 
with the News. At the time of 
his death, his grandson, football 
star Fred Benners, was passing 
Southern Methodist University to 
a victory over Notre Dame 


JOHN H. THORNTON SR. 
Satem, Va., Oct. 17—John H. 
Thornton Sr., publisher of the 


Salem Times-Register and a Salem 
civic leader, died Sunday of a heart 
ailment in a Roanoke hospital. Mr. 
Thornton bought the Salem Pub- 
lishing Co. in 1933. 


ROY MACKENZIE 

Essex, N. Y., Oct. 17—Roy Mac- 
Kenzie, 54, retired executive v.p. 
of Symond, MacKenzie & Co., Chi- 
cago agency, died here Sept. 24 
of a heart ailment. Due to ill 
health, Mr. MacKenzie retired in 
1949. Previously he was associated 
with Ross Llewellyn Inc., Chicago 


ERWIN HUBER 


Ba.timore, Oct. 16—Erwin Hu- 
ber, 65, founder and president of 
Topflight Tape Co. of York, Pa., 
maker of printed cellulose tape, 
died August 17 in the University 
Hospital here 

After a career in the Hearst or- 
ganization, with posts as advertis- 


55 
ing manager and publisher in 
Baltimore and Rochester, Mr. 
uber founded the company in 
1943 


CLIFFORD B. ORR 

Hartrorp, Oct. 15—Clifford B 
Orr, 52, a former member of The 
New Yorker business and literary 
staffs, died Oct. 10 at Enfield, N. 
H.. following a long illness 


PATERSON 


NEW JERSEY 
ard City in New Jersey Covered With 
THE PATERSON CALL 

In 1950 the Paterson Call carried 
51° MORE 

Department Store advertising than 
the other Paterson paper. 

REQUEST MORE FACTS—ADVERTISE IN THE CALL 


Represented by 


Native 


WARD-GRIFFITH CO. 
* The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


because ® Taxiposters GO and TELL your story 


. where the most people are. 


Whaley Taxiposters on Van Dyke and Yellow Cabs of Buffalo, N. Y. 


Taxiposter Advertising 
is the most Dynamic Medium 


day 


advertisement . . 


Taxiposters go with the crowds 
. wherever the crowds go. 


. everywhere 


SES A AMES OED 


one 


carry your 


. among the crowds 


Taxiposters ride the backs of busy taxicabs that do not 
move over fixed routes. They ramble all over town 
west side, east side, north side, south side . . 


. night and 


anywhere people gather. 
Taxiposters are DYNAMIC... THEY MOVE. . . down 
the middle of main street, side street and boulevard . . . 


repeating your story at close range, face to face, at eye-level. 
Wm. E. Whaley Co., 136 S. Fourth Ave., Louisville 2, Ky. 


Texiposter showings con be made in any city where 
space is available within 10 days from receipt of copy. 
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Clary Corp. Boosts Two: 
Drayton. Loen Resign 

Merwin Eberlé, assistant direc- 
tor of advertising and sales pro- 
motion of Clary Multiplier Corp., 
San Gabriel, Cal., manufacturer of 
adding machines and cash regis- 
ters, has been promoted to direc- 
tor of advertising and sales pro- 
motion, and Joseph M. Klein, man- 


Lincoln Liberty Building . 


rte 


ager of Clary’s Phoenix branch, 
has been made director of organi- 


zation and manpower develop- 
ment. 
Whitney Drayton, former di- 


rector of advertising and sales pro- 
motion, and Ernest L. Loen, for- 
mer director of organization and 
manpower development, have re- 
signed to form a company of their 
own in Los Angeles to be known 


as Loen, Drayton 
business consultant. 


& Associates, 


Gruen Appoints Geeding 

Daniel P. Geeding, production 
manager of the Norwood division 
of Gruen Watch Co., Cincinnati, 
has been appointed manager of the 
company’s newly organized indus- 
trial sales division. 


THIS IS HOWARD KRUEGER—( Another W-G Salesman) 


Howard A. Krueger has been in the Newspaper Representative business all of his 
business life, having joined our organization immec iately following his graduation 


from the University of Ulinois more than 20 years ago 


experience in all branches of the business 


Howard has had extensive 
including the development of sales and 


advertising plans for clients. He is a specialist in promotion and sales plans. Howard 
like any of our salesmen, will help and work with you to get the greatest results 


from your advertising campaign 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


215 Builders Building 5- 
Russ Bullding 


GET OUR CITY 


Yukon 2-6028 
Locust 7-4279 


Park Lexington Bullding....... ©... ..-+eeees Plaza 5-7028 NEW YORK 
Wrigley Building Superior 7-2485 CHICA 
Genera! Motors Building Trinity 3-6365 DETROIT 
Statier Office Building Liberty 2-5669 BOSTON 
2 Marietta Street Walnut 1231 ATLANTA 


CHARL 3 
SAN FRANCISCO 
PHILADELPHIA 


ZONE FOLDER 
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Durene Claims 


Six Successes 
with Direct Mail 


New York, Oct. 17—A sixfold 
success was achieved by the di- 
rect mail advertising campaign of 
the Durene Assn. of America this 
year, according to A. C. Layton 
Newsom, executive secretary. 

The sixfold success cited by Mr. 
Newsom includes: 

“1. There was an increase in the 
number of manufacturers using 
the Durene label and more Durene 
labels were used as a direct re- 
sult of the direct mail campaign. 

“2. More stores stressed the Dur- 
ene trademark in newspaper ads. 

“3. Requests for 19,759 sales 
manuals—'Selling Is Easier When 
It's Made with Durene Yarn’— 
were received. 

“4. A survey of 283 stores show- 


Tectia. 
or TT MEL 
DE EE 


The case 


For they have a “w 


archouse” in the sky! 


vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 


of 
the missing 
warehouse ! 


For many al¢rt businessmen, the big, 
overcrowded warehouse is virtually dis- 
appearing. 

The reason? It's because they've found a 
way to cut their inventory to a minimum! 

No huge stock ties up their capital. 
No sudden price-drop hits them hard 
No big storage bills cut their prone. 


Whenever they need parts to keep pre 
luction lines moving. or merchandise t 
kee p shelves stocked, the Vv get the m over- 
night or sooner —with Air Express! 


Whatever your business, you can profit 
by inventory control via the world’s fastest 
shipping service. Here are its unique ad- 
vantages: 


IT'S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick- 
up and delivery service in all cities and 
principal towns, at vo extra cost 

IT’S MORE CONVENIENT —One call to 
Air Express Division of the Railway 
Express Agency arranges everything. 


IT'S DEPENDABLE — Air Express pro- 


IT'S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 
tion and merchandising. 


For more facts call Air Express Division 
of Railway Express Agency 


“OMA ORES 


GETS THERE FIRST 
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ed that the extent to which Dur- 
ene was recommended by sales 
people jumped from 35% to 58% 

“5. In over-the-counter selling, 
there was a shift away from speak- 
ing of Durene in generalities to 
stressing its specific advantages, 
indicating that the direct mail ma- 
terial was reaching the floor per- 
sonnel. 

“6. The campaign received the 
highest award in its field from the 
Direct Mail Advertising Assn. for 
excellence of planning, copy and 
design, and for achieving the re- 
sults for which it was created.” 

All of the association’s direct 
mail material as well as its adver- 
tising in magazines was prepared 
by its agency, McCann-Erickson. 

The award-winning campaign 
was aimed at the wholesaler and 
retailer of products made of Dur- 
ene mercerized cotton yarn, and 
had three major objectives. 


e “These were, first, to merchan- 
dise our consumer advertising to 
the trade,” Mr. Newsom said, “so 
that stores and manufacturers 
| would be ready to fill demand. 
Second, we wanted to reiterate to 
manufacturers and retailers the 
sales promotional value of the 
Durene label as a symbol of qual- 
ity. And in the third place, we 
wanted to offer sales training ma- 
terial that would equip personnel 
to realize maximum sales through 
an understanding of Durene’s sell- 
ing points.” 

The campaign consisted of a ser- 
ies of monthly mailing pieces, a 
sales training manual, and sug- 
gested promotional tie-ins with 
Durene’s school program. 

The program started last Jan- 
uary with an elaborate, 16-page, 
full-color portfolio sent to a list 
of 6,000 retailers and retail buy- 
ing offices, and 1,500 manufactur- 
ers and manufacturers’ sales of- 
fices. This was followed by attrac- 
tive, monthly self-mailers and re- 
minder cards of forthcoming Dur- 
ene consumer ads 


@ One little-publicized phase otf 
the mail campaign—the school 
program—was very productive, 
Mr. Newsom said, In April, stu- 
dent sheets and pictorial wall 
charts on the processing of cotton 
were offered to 6,000 schools in im- 
portant urban shopping areas. Re- 
quests totaled 121,000 student 
sheets and 12,000 wall charts. 

The association immediately 
alerted stores to be prepared to 
meet a greater demand for Dur- 
ene products. Stores did so and in- 
creased their local advertising to 
tie in with this phase of the pro- 
motion. 

The initial portfolio previewed 
the five full-color advertisements 
scheduled for insertion throughout 
the year in Good Housekeeping 
Ladies’ Home Journal and The 
Saturday Evening Post. 

In reviewing the success of the 
campaign, Mr. Newsom said plans 
are under consideration for en- 
larging the advertising program 
next year to include a merchandis- 
ing program geared directly to the 
retail sales level. 


Names J. G. Wells Director 
James G. Wells, v.p. of H. J. 
Weil Inc., Buffalo agency, has 
been appointed managing director 
of the Buffalo Better Homes Expo- 


sition. 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 
THE PEORIA JOURNAL STAR 
1. First metropolitan market in 
Illinois (except Chicago). 


2. Metropolitan pop. 250,000. 
3. “Best TEST newspaper in U.S.” 
4. Per capita income—51% above 


Nat'l Ave. 
SEND FOR “PEORIAREA FACTS FOR FIFTY" FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 
centers 


in oll principal advertising 
GET OUR CITY ZONE FOLDER — 
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| Wyman's | 


proudly offers the 
New Cosmetic Discovery... 


a Wondrous 


“SOLID-CREME?” that is Both 
- ++ qnti-perspirant and 


instant deodorant 


FOR THE VERY FIRST TIME —a poste ann persperens 

baned with an snstanst dexdorant. me sonthung SOLID. 
CREME that tastichous women will appreciate ummediately 
Now enjoy double protecuem — delighttul nee comvemence with 


vr. the outstanding a tuevemernt in cos. 


SECURE TEST—Jules Montenier & Co., 

maker of Stopette spray deodorant, is 

using department store copy like this 

in the South Bend Tribune to test Secure, 
solid cream deodorant. 


Grocery Chain Sales 
12% Higher in 1951 


New York, Oct. 16—Sales gain: 
for grocery chains averaged 12%* 
nationally in August compared 
with August, 1950, according to 
the latest tabulation made by 
Chain Store Age. The publication's 
monthly regional sales survey cov- 
ers 98 food chains which operate 
a total of 15,734 stores. 

Food chains in the Southwest 
registered a sales increase of 20.8% 
in August. Increases elsewhere 
were reported as follows: Pacific 
Coast, 164%; Mountain, 14.0%; 
West Central, 13.9%; Southeast, 
13.2%; Middle Atlantic, 10.9%; 
East Central, 10.1%; New England, 
8.5%. 

Drug chains, according to the 
magazine, show an increase in 
sales of 6.2% in August compared 
with the same month a year ago, 
on the basis of reports from 63 
drug chains which operate a total 
of 2,065 stores. 

The Pacific Coast region led with 
a sales increase of 8.6%, followed 
by the Southeast with 7.9%; West 
Central, 7.8%; Southwest, 5.9%; 
Mountain, 5.9%; East Central, 
5.7%; Middle Atiantic, 5.6%; New 
England, 4.2% 


Betty Crocker Bows on TV 

General Mills Inc., Minneapolis, 
will introduce its Betty Crocker 
radio personality to television 
audiences Nov. 3 in “Betty Crocker 
Star Time,” to be telecast every 
Saturday, 11-11:30 a m., CST, on 
ABC 


PORT HURON 


MICHIGAN 


A Wealthy Market For Your Product 
Blanketed By The 


PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Key Cities over 58,000 Por 
2. Sugtns center for the Thumb 
Diversified Industry & Farmi 
. Diversifie us a . 
+= roe wif porT mueon Manner pour” 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co morintarns offices 
in all principal advertising centers 
~ GET OUR CITY. ZONE FOLDER — 


464,940 
highest weekdoy circu 
lation of any Detroit 
newspaper 


571,757 

highest Sunday circu: 
lotion in Detroit News 
history. 


/ 
A B.C figures for 6-month period 
ending Morch 34, 1951 


Detroit has the highest median family income of any 
mayor city, according to U. S. Department of Commerce. 


Where there's high income, there’s big business . . . 
32 -billion dollars a year in the Detroit 6-county 
trading area. And The Detroit News can get this business 
for you at lower cost because 96% of its total weekday 
circulation 1s concentrated in the same area. 


The News provides 103,490 more circulation than 
the morning paper, and 49,180 more than the other 
evening paper in this rich market. 


To get the most business out of Detroit, get your 
product story into The Detroit News . . . where 
advertisers place almost as much linage as in both 


other Detroit papers combined. 


owners ond operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A.H. KUCH © Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicogo 


... because 


DETROITERS 


make more money! 
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j j s : is in at least some respects superior 
agg hg Bontig Sees Bright to VHF. He said that the UHF sta- 

: obert C. Carr have joined e tion in Bridgeport delivered a * 

~~ an of Gall & Grier, Utica, N Y Future for UHF, od picture a a 

yublic relations associates s 2 aven, 16 miles away, than did the 
Subscription TV VHF station operated in New Ha- 
; ]. S. Faller Resigns Kansas City, Oct. 16—Ultra ven. The superiority, he said, was 
J. S. Faller has resigned as ac- High Frequency stations and sub- in picture quality and in almost 
count executive with Beeson-Fall- scription television have a bright complete freedom from interfer- 
er-Reichert Inc., Toledo agency future, Henry C. Bonfig, v.p. of ence by automobile ignition, elec- 

¥ ee Zenith Radio Corp., Chicago, told trical appliances, ete. 
PORTSMOUTH 300 members of the Kansas City Speaking of subscription TV, he 
RGINIA Electrical Assn. here today. = that “A weg feature Ne 
“The new coming UHF stations Phonevision is that if it is estab- 

f an oe. TEST MARKET ven will render as good or better ser- bished bd commercial — it 
Portsmouth is a well defined geo- vice as the present VHF stations 4" make possible TV ations um 
graphical unit for product testing now in operation,” Mr. Bonfig de- ™any communities too small to 
compact, highly industrialized, and clared support a station on advertising 

A average and steady as to income. He said that television was ex-| Tevenues alone. 

“= On its record as a retail market, it panding into UHF channels be- He spoke of the terrific amount 
deserves special consideration when cause there were not enough chan- of interest generated lately in 
product sales advertising testing in nels in the VHF band to permit a sports events which have been de- 

- a city of 50.000 populate”. wan truly national and competitive sys- nied the public on free tv. He 

: WE WILL COOPERATE—ASK FOR INFORMATION ; ; tem of television. made special me ntion of the recent 

at Represented by SWIFT GOES FOR TV—These happy people pose at the Swift & Co. plant in Chi- Robinson-Turpin fight, which was 
TITRE tc Da ra ee enng Oa ta tale tear Mens © Mr. Bonfig asserted that experi. shown on theater TV exclusively. 

a ’ = . anal y wae + In this connection, he said, “The 

The Ward-Griffith Co. maintains offices E. Wilson, Swift's New York district manager; Donald E. Roettger, advertising de- ments with UHF telecasting at ters of the fight had a dv 

in all principal advertising centers partment, Swift; Jack Noone, soles director of WPIX, and Vernon D. Beatty, Swift Bridgeport, Conn., already had promovers ss e fight ha 2 a xine dl 

— GET OUR CITY ZONE FOLDER — ad manager demonstrated that UHF television | earned that keeping their events 
Se off TV was a terrific box office 

: as stimulus at the stadium, and it al- 
5 so had great value to the motion 
pictures of the fight. So they sold 

Che Atlanta Zournal exclusive rights to the Robinson- 

oe Turpin fight to a small group of 

&, : ; theaters and got a hefty guarantee 

ATL TA NST T TION for exhibition rights to motion pic- 
THE y \N CO tures.” 
‘a @ He added that the result for 

: producers was a smashing box of- 

‘2 fice success. Their gate at the fight 
“4 exceeded $700,000, establishing a 
Z new record for fights at this weight. 
4 The return from motion picture 
— rights ran far above $200,000, so 
‘2 that their gross return from this 


ing 
z= 


-_ now, you are formulating 
your sales program for 1952. Before 
vou finally settle on your plans, you 


ought to learn 


help you sell in Metropolitan Atlanta 


and Georgia 


Our plans concern the improve- 
ment of our color-gravure Sunday 


Magazine. With the 
dred thousand 
spent ‘on two 
ments (The 


dollars 
syndicated 


our Magazine by adding: 


e Fiction by name 
established reputation, 


e Articles of national! and inter- 


national interest, 


about our plans to 


several 


heretofore 


American Weekly and 
This Week), we propose to enlarge 


writers, 


gt ORG $ BEALH 


of local and sec- 


e More articles 
tional interest. 
e More humorous cartoons. 
These four major additions will 
be made without changing the basic 
This con- 
cept has guided the Magazine since 
it was started in 1912 


concept of local editing. 


It accounts 
tor the Magazine's unique perform- 
ance as an advertising medium. 

The result will be new distinction 
for a distinguished weekly publica- 
tion... a more powerful medium 
than ever for advertisers desiring to 
increase sales in the Atlanta market. 

Truly, our plans for the Journal 
Constitution Sunday Magazine en 
title it to a top spot in your plans 
for 1952 


MBER ART COLONY © Story 


The circulation of the Sunday Magazine of 
The Atlanta Journal-Constitution is 


457 147 


National Representatives: Kelly-Smith Company 


DO YOU HAVE THIS BOOK? 


This 32-page book, in full- 
color gravure, summarizes the 
striking ten-year growth of 
Atlanta for advertisers and 
advertising agencies. If you 
have not received your copy, 
there's one waiting for you. 
Address: The Atlanta Journal 
and Constitution, Atlanto, 
Georgio. Or, of course, the 
nearest Kelly-Smith Office. 


fight was well beyond $1,000,000. 

“One leading sports authority 
told me that keeping this fight 
from so-called free TV was worth 
nearly a half million dollars to 
pe promoters,” Mr. Bonfig stated. 

“The only way to keep these 
great events on the air is through a 
system of subscription TV which 
will permit the public to pay for 
the special events seen at home 
rather than going to the theater or 
stadium to buy tickets,” he said 

He predicted an amazing ad- 
vance for the TV industry in the 
vears to come, and based his prem- 
ise on the future of UHF as well 
as the intriguing possibilities of 
box office TV. 


Dairy Assn. Promotes Pie 

American Dairy 
1aS announced a 
‘gorgeous” pies made with evapo- 
‘ated milk. Leading off with a 
ull-color spread in the November 
issue of Better Homes & Gardens 
the campaign will use magazines 
ind radio, point of sale, and local 
idvertising. Related food organi- 
zations spotlighting “gorgeous” 
pies in this campaign include Lib- 
by, McNeill & Libby, General 
Mills, Pillsbury and Baker's coco- 
nut division of General Foods 


Assn., Chicago, 
promotion for 


61 Join in Promotion 

Sixty-one nationally advertised 
drug products will be featured in 
the 14th annual large-size-week 
promotion, to be held Jan. 17-27, 
to stimulate the sale of larger size 
packages of national brands of 
merchandise in chain drug stores, 
according to Chain Store Age, 
sponsor of the promotion. The 
average family can save about $25 
a year by buying large sizes of 


drug products, the magazine claims 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$119,399,000 Effective buying 

income 
$99,277,000 Retail Sales 
Quality of market index 112 
Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in ol! principal centers 
~ GET OUR CITY ZONE FOLDER — 
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Advertising Age, October 22, 1951 


Advantages of Credit Insurance 
to Agencies Explained by Simon 


PHILADELPHIA, Oct. 18—Adver-/ aspects,” he pointed out, “that they 
tising agency credit insurance has | have neither the time nor the pro- 
been brought to the fore as a/ fessional inclination to worry 
potent factor in the Hadacol case} about credit ratings. When the axe 
involving a potential heavy loss) falls, they are in trouble.” 
for Majestic Advertising Agency. 

It has served as a warning to ad- » Credit insurance, Mr. Simon ex- 
vertising agencies that credit in-| pjained, is basically insurance on 
surance can be important in their | the property represented by ac- 
future operations. counts receivable. It is casualty in- 
This is the view of Morton J. surance in that it only guarantees 


Simon, local attorney who is a na-' the “replacement value” of the| “slow account” kind, which stems | 


tionally known expert on adver- property or the account receivable. 
tising’s legal problems (AA, Oct.) advertising agency credit insur- 
15) | ance specifically states the replace- 
“As a result of the spectacular! ment value, such as either 80% or 
Hadacol situation,” he told Apb- 90% of the “invoice price” of any 
VERTISING AGE in an interview account receivable. 
here, “agencies are seeking to 
keep their ammunition dry and 
are concerned with their own po- 
5 tential positions in case 
. gets into financial trouble 


ance usually covers debtors or 


insurance also 
‘e,” which is 
predetermined 
percentage of 


with the bad. Thi: 
is “excess insura 
over and above a 
figure or an agree 
annual billing. 

The indemnity «! 
ents well rated can 


losses on cli- 
be written to 


exclude the “excess insurance” 
feature or the “repiacement value” 
feature. However all coverage 
will contain one or both. Basical- 
|ly, credit insurance will not in- 
sure the full profit margin in ac- 
counts receivable, but may in- 


| sure a part of it. 

| Losses as defined by such poli- 
| cies fall into two categories, Mr 
| Simon told AA. First, there is the 


| from the client's inability to pay. 
| The second is the “bad account” 
| type, which stems from the debt- 
lan insolvency. The latter is ra- 
ther infrequent. The former is 
|}more familiar to the advertising 


is turned over to a credit insurance 


“In my own experience in rep- 
resenting agencies throughout the 
country,” he added, “I know of 
several instances where credit in- 
surance kept an agency alive.” And 
he pointed out that a Philadelphia 
agency, which did not have insur- 
} ance, was hit for $25,000 in bills 

to media when a client failed a 
| year and a half ago, and is even 
/ now negotiating settlements for 
those bills 
| 


se “Credit insurance should be 
considered part of operating 
; expenses of every agency, as much 
| as rent, artists’ fees and other ex- 
| penses,” he said, adding that busi- 
i ness organizations are required by 
law to carry unemployment com- 
pensation insurance and advertis- 
ing agencies should convince 
themselves about credit insurance 
in the same light 
- / Mr. Simon, who has a close 
working relationship with Amer- 
} ican Credit Indemnity Co., pointed 
out that many small agencies try 
to hold down expenses by not tak- 
ing credit insurance. 

“This is a false approach,” he 
| said. “The answer to that argu- 
| ment is that it may be tough to 
carry now, but if one client goes 
bad, it may prove to be the end 
of the agency. The time when an 
ad agency needs credit insurance 
most is when the agency can least 
afford it.” 


as 


@ For agencies of any size, he 
continued, credit insurance offers 
many advantages that help de- 
velop an agency. Policies have 
| provisions for a substantial part 
payment in advance of settlement 
| growing out of the failure of a 
client to help cover agency oper- 
ating expenses. In such cases, me- 
dia frequently will give an agency 
an extension on time of payment 
of bills. 

Also, when a new agency enters 
the field and asks for recognition, 
credit insurance frequently will 

‘ help speed up such recognition. 
Another advantage is that agen- 
cies with credit insurance can 
check on a prospect well in ad- 
vance of accepting an account. 

“The trouble with most agency ' 
owners is that they are so con- 
cerned with creative and selling 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing 
Tobacco Culture and Marketing and 
served by its only newspaper, the ' 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented hw 
WARD-GRIFFITH CO. 
The Word-Gritfith Co mamtains offices 
on all pancpol advertising centers 
Gtl Our CITY TONE FOLOER 


like California without the 


and cannot be collected, the agen- 
cy may request a loss payment. 
This replenishes working capital 
that may be temporarily frozen 


e How does credit insurance 
work? An agency may insure one 
account or all accounts, Mr. Si- 
mon explained. The agency should 
bear in mind that American Credit 
Indemnity, for example, retains 
the right to reject “undue selec- 
tion” against itself. Since most 
agencies have a very limited num- 
ber of accounts, coverage may be 
worked out with each client named, 
and each client may be insured 
for a required amount. Coverage | 
on each name can approximate | 
the amount that any client could} 
owe the agency for non-cancelable | 
contracts, work in process and un- 
billed, and all amounts that have 
been billed. After that, some per- 
son in the agency must keep 


In its general form, this insur-| industry. If an account past due} abreast of the insurance required 


on each client at all times to in- 


; clients having varying credit rat- | company within a specified time | sure full protection. Amounts of 
a client iigs—in effect, taking the good| (usually 90 days after due date),| coverage may be increased or 


lowered in accordance with client 
spending. 

Cost varies with each account, 
from one-fifth of a cent per $1 of 
billing to perhaps as high as half 
a cent, depending on credit classi- 
fication of the client. 

Mr. Simon said it is advisable 
to insure clients across the board 
because, “by dumping well rated 
accounts into the pot,” total cost 
percentage is reduced. 


SALISBURY 


NORTH CAROLINA 


Let us 


PROVE IT 


Your test advertisi will prove its effec- 
tiveness in the ONE MARKET in North 
Carolina served by ONE NEWSPAPER 


Generous Merchandising Service 


Maraneite - 


WARD-GRIFFITH CO. 
The Word Griffith Co maintains offices 


in oll principal advertising centers 
— GEE OUR CIT¥ ZONE FOLDER 


Valley coverage with 


penetrate independent 


tion. 


BS mith 


You're foiled in California if you miss 
its inland Billion Dollar Valley. That 
market accounts for nearly 1/2 of Cali- 
fornia’s total gross farm income... . nearly 
1/5 of its coral retail sales.* 

But there's no point in attempting 


San Francisco or 


Los Angeles papers. Those coast papers 
don't penetrate California's independent 
inland, any more than Philadelphia papers 


Pittsburgh. 


You cover the Valley only when you 
use the solid /Jocal papers —the three 
McClatchy papers. Each one reaches 9 
out of 10 families in its ABC city zone 
... half of all families in its ABC trading 
area. Together, they cover the entire Val- 
ley as does no other newspaper combina- 


*Sales Management's 1951 Copyrighted Survey 


THE SACRAMENTO BEE THE MODESTO BEE THE FRESNO BEE 


National Representatives... O'MARA & ORMSBEE, INC. 


New York * Los Angeles © Detron * Chicago * San Franciico 
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John Pacey to Direct 
ABC's Public Aftairs 

John W. Pacey, acting director 
of the public affairs department 
of American Broadcasting Co., 
New York, since mid-August, has 
been named director of the depart- 
ment. He joined the network as 
trade news editor in October, 1945. 

Among the activities which Mr. 
Pacey will supervise in his new 
post are publicity, advertising, re- 
search and sales promotion 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's 
key cities over 52,000 population. 
2. Home of Prange’s, world’s larg- 
est department store in a city 
the size of Sheboygan. 
3. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in alt principal centers 
— GET OUR CITY. ZONE FOLDER — 


Payton, Rogers Boosted 

Cory Corp., Chicago, manufac- 
turer of glass coffee brewers, has 
promoted Thomas Payton, service 
manager, to assistant sales mana- 
ger of the commercial equipment 
division. Walter W. Rogers, as- 
sistant service manager, has been 
appointed national service mana- 
ger of the newly consolidated serv- 
ice department, the Fresh’nd Aire 
and Nicro Stainless Steel division 
and the Flavor-Seal subsidiary. 


Princeton Films Names Two 
Frank Mayer, formerly with 

RKO-Pathe, has been appointed 

production manager of Princeton 


Film Center Inc., Princeton, N. J. MANAGERS’ MEETING—These 24 conferees were present in 
- Schoppe, formerly with Chicago on Oct. 8 for the third national managers’ meeting 
ale & Towne Mfg. Co., has been) held by O'Mara & Ormsbee, newspaper representative, to discuss 
appointed special sales representa-! ad strategy with its clients. Standing, left to right, are: E. Smith, 
Montreal Stor; R. Hemming, Columbus Dispatch; J. Bannon, Mon- 
treal Star; W. Cannon, O’Maro & Ormsbee, Los Angeles; R. Job- 
son, O'Mara, Detroit; J. Zally and K. Dennett, O'Mara, Chicago; 


Horace 


< 


tive 


Kiesling Rejoins Gray Agency 

E. J. Kiesling, formerly with E. 
Raymond Wright Co., has rejoined 
Russell T. Gray Inc., 
agency, as director of printing. Mr. 
Kiesling was with the Gray agency 
from 1929 to 1948. 


lL. Johnson, Omaha World-Herald; J. 


Ritter 


ond C. Healy, 


Windell, 


O'Mara, Chicago; A. Flanagan, Newark News; R. Bates, O'Mara, 
Chicago, and K. Carpenter, Salt Lake Tribune-Telegram. Seated 
A. Halli, Milwavkee Journal; J. Eggers, O'Mara, New York; A 
Seattle Times; 
Beemiller, Wichita Eagle; J. Doig, O'Mara, New York; F. Noble, 
los Angele: Mirror; R. Mclean, O'Mara, New York; R. Hara, To- 
ronto Telegrom; W. Hanford, Washington Stor, and P. Roberts, 
O'Mara, Detroit. 


N. Saukerson, Milwaukee Journal; J 


Chicago Krueger Co. Names Amodeo 
been 
W. A. 


has 
the 


Joseph Amodeo 
named manager of 


New York, Oct. 
Krueger Co., Chicago lithographer. and social effects of new inven- 


WHO SAID NIGHTTIME 


RADIO IS DYING? 


20th Century Fund Plans Economic Study 


16—Economic 


he 1951 Iowa Radio Audience Survey* proves 


‘ conclusively that 


greatly on the increase. 


total radio listening in Iowa is 
An exact comparison with 


1949 (when the Survey gathered the same listening 
data at approximately the same week of the year) 


shows that lowa nighttime listening, for example, 


28.80;! 


is up 


Between 5 p.m. and 8 p.m., the Survey found 


increased listening 
over 1949, with an 


for every quarter hour, 1951 
average increase of 28.8% for 


each of these twelve important quarter hours! 
(The hours 8 to 10 p.m. were covered only by 


the 1951 Survey. 


It found a remarkably high 


average of 62.9€% of all adults listening at each 


quarter hour!) 


For the average quarter-hour period 5 a.m. to 8 p.m., 


the Survey found a 1 
over 1949! 


4.4% increase in listening, 1951 


When you project these increases against the fact that 
lowa also has more families, more multiple-set homes, 
and more car radios than in 1949, you find the in- 
creased amount of radio listening is even greater than 
the average percentages shown above. 


Clear-Channel, 50,000-watt WHO continues, of course, 
to get the greater share of Iowa's increased radio 
listening. This and many other authentic, up-to-date 
facts about radio in lowa are thoroughly documented 
in the 1951 lowa Radio Audience Survey. Write for 


your free copy, today! 


farms 


picture 


to present a true and ac 


ot the 


FREE & PETERS, INC. 


National Representatives 


The 1951 lowa Radio Audience Sur- 


vey is the fourteenth annual study of 
fadio listening habits lowa It 
was conducted by Dr. F. L. Whan of 
Wichita University and his staff. It 
is based on personal interviews during 
March and April, 1951, with 9,180 lowa 
families—all scientifically selected from 
Iowa's cities, towns, villages and 


curate 


radw audience in low 


tions and new processes on Ameri- 
can life—possibly more revolu- 
tionary in the future than in the 
past—will be investigated by the 
Twentieth Century Fund, Evans 
Clark, executive director, has an- 
nounced. 
Three other studies of contro- 
versial subjects also were an- 
nounced by Mr. Clark. They will 
deal with the government's farm 
policies, economic and _ technical 
assistance in the improvement of 
under-developed regions of the 
world, and the role of the U. S. in 
international monetary policy 
The fund’s study of technologi- 
cal changes, which will deal with 
new inventions, products and in- 
dustrial processes in all main areas 
of American economic life, will be 
directed by W. Duane Evans, chief, 
division of inter-industry econom- 
ics, bureau of labor statistics, De- 
partment of Labor. The effects of 
technological changes on employ- 
ment, investment, competition and 
raw materials will be stressed. 


es The farm policy study will be 
directed by Murray R. Benedict, 
professor of agricultural eco- 
nomics, University of California 
The study of economic develop- 
ment in underdeveloped regions of 
the world will be directed by Nor- 
man S. Buchanan and Howard S. 
Ellis, both professors of economics, 
University of California 

Raymond F. Mikesell, professor 
of economics, University of Vir- 
ginia, will direct the survey of 
postwar international monetary 
policy. 


Townsend Boosts Chilcoat 

H. E. Chilcoat, manager of the 
railroad sales department of Town- 
send Co., New Brighton, Pa., man- 


ufacturer of screws, rivets and 
metal fasteners, has been pro- 
moted to assistant general sales 


manager. He will continue to have 
direct charge of all sales to rail- 
roads. 


Insurance Co. Shows Film 
Travelers Insurance Co., Hart- 
ford, Conn., is sponsoring monthly 
20-minute newsreels, photo- 
graphed by Warner Pathe, in more 
than 200 junior and senior high 
schools throughout Connecticut 
Prints are available for showing 
before business, civic and religious 
groups. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 
Province — Having One-Third of Canada's 
Total Population and 42% of Retail Sales— 

Blanketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario eenters 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 


WARD-GRIFFITH CO. 
The Ward Griffith Co. maintains offices 
in all principal centers 
- GET OUR CITY ZONE FOLDER 
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Despite Shortages, 
Paper Orders Drop; 
Black Market Ended? 


New York, Oct 17—Small buy- 
ing and little interest in future 
commitments continue to charac- 
terize the local paper market. Small 
printers complain there has been | 
a marked falling off in orders. | 

While the demand for paper of 
all types, especially book paper 
and newsprint, has _ slackened 
materially during the past few 
weeks, there has been no important 
change in supply. Both book paper 
and newsprint are difficult to get 
in quantity. Buyers who were in- 
terested in spot shipments a few 
months ago seem to have with-| 
drawn from the field entirely. The 
consensus is that black market op- 
erators have priced themselves out 
of the market. 

The general slump in business. 
activity is reflected particularly in | 
paperboard output, which is 17% | 
below a year ago. New orders for 
the week ended Oct. 6 were up 
2% and unfilled orders showed | 
a drop of 30.7% compared with 
the first week of October, 1950. 

Reports continue to circulate 
here that sulphur, for which the 
demand is about 10% greater than 
the supply, is due to be allocated 
stringently within the next few 
weeks by NPA. It is controlled now 
by an order limiting consumers 
to amounts used last year. The 
‘new program, reportedly, will 
make allocations according to in- 
dustry needs. 


s NFA's reclassification of news-— 


papers as “industzial facilities” in- 
stead of “commercial projects” as 
of Oct. 8 is expected to ease con- 
struction restrictions and permit 
larger use of aluminum, steel and 
copper in construction work with- 
out special application to NPA. 

Extra charges of 50¢ a ton on 
Swedish wood pulp delivered to 
Port Newark, and $1 a ton for de- 
livery to other ports in New York 
harbor by Swedish steamship lines 
have been declared “illegal and 
discriminatory” by the Port of 
New York Authority, which has 
filed a brief with the U. S. Mari- 
time Board, charging imported 
wood pulp is being diverted to oth- 
er ports where penalty charges 
are not levied. 

More wastepaper was purchased 
during the third quarter of this 
year, ending Sept. 30, than in any 
previous third quarter of any year 
since the end of World War II, ac- 
cording to statistics issued by the 
Eastern Conservation Committee 
of the Wastepaper Consuming In- 
dustries. 


e Eastern mill receipts during the 
first three quarters of this year 
exceeded those of the comparable 
period of 1950 by 26%. Consump- 
tion was 22% greater than last 
year. 

In both tonnage and days of 
supply, present eastern mill in- 
ventories of wastepaper are the 
highest they have been since 1942. 

“The current year, however, may 
not finish in the blaze of activity 
that marked the closing quarter of 
1950, or the first half of this year,” 
Colley S. Baker, director of the 
committee, said. “Despite the rec- 


CHARLESTON 


WEST VIRGINIA 


Charleston is the MARKET- 
ING CENTER foran ELEVEN 
COUNTY trade zone effec- 
tively covered by its ONLY 
EVENING newspaper 


THE CHARLESTON DAILY MAIL 
Nationslly Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in all principol advertising centers 
GET OUR CITY ZONE FOLDER 


| able, as a group only, for $10 from 


> 
ie 
a 


ord established, mill receipts of 


wastepaper in the third quarter of 
1951 dropped 23.3% from the see- 
ond quarter, and consumption fell 
26.6% at eastern mills. 


Ad Specialty Register Out 


Advertising Specialty Institute, 
Philadelphia, has issued Volume 1 
of the 1952 edition of the “Adver- 
tising Specialty Register.” Volume 
2 and Volume 3 are slated to ap- 
pear the last week of October and) 
the last week of December, re- 
spectively. The volumes are avail-| 


the institute at 6053 Pine Street, 
Philadelphia. 


Changes to Keck Agency 

Keck-Franke Advertising Agen- 
cy, Oconomowoc, Wis., has changed 
its name to Keck Advertising 
Agency. The agency has been ap-| 
pointed to handle the account of 
Red Dot Foods Inc., Madison, 
which is presently sponsoring the 
Gene Autry TV show over WTMJ- 
TV, Milwaukee, and WTCN-TV, 


ADVERTISING ART © PHOTOGRAPHY 
DISPLAYS ¢ MOTION PICTURES 
TELEVISION © SLIDE FILMS 


ling 


STUDIOS INC. 


4 hil 


commercials in every 
technique — planned and 
produced by experts 


601 WN. FAIRBANKS CT. CHICAGO, ILL. DEleware 7-0400 


51 EAST 51ST ST. NEW YORK 
1928 GUARDIAN BLDG. DETROIT 


Minneapolis. 


In M 


of your prospects read. 


THE DENVER POST 


The Denver Post saturates its Retail Trading 
Zone, blankets the State of Colorado, and pene- 
trates the entire Rocky Mountain Empire. 


CIRCULATION 
SE 231,488 
Sunday . 362,784 
Empire Magazine and 

Comics 395,087 


A.B.C. Publisher's Statement 
September 30, 1950 


THE DENVER POST 


| The Vacca af the Rocky Moumtacn Empire 
PoimEn MOTT FOITOR awe CUBLISHE® | 


ily by Moloney, Regen & Schmitt, Inc. 
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PHOTOGRAPHIC 
REVIEW O 
THE WEE 


EARLY CHRISTMAS—The Advertising Club of New Jersey has already begun to line 
things up for its annual Christmas party, which this year will have a Swiss theme, 
including, as a door prize, a ten-day expense-paid trip to Switzerland. Discussing 
porty plans are (left to right): Jefferson Lyon, publicity chairman; Henri Pillichodi, New 
York manager for the Swiss National Travel Office; Pat Crawford of Swiss Air Lines, 


ale Dy 


oe coavers euere Fearne 


TIRST BUS WAS 4 MACE 


The first" Macle was a bus ! 


SIX BEST—For the first time, the Assn. of International Advertising 
Agencies this year presented awards to advertisers and agencies 
for the best international ods prepared in the U. S. Winners in 
six categories: Foods ond beverages—Schaefer Brewing Co., pre- 
pored by Batten, Barton, Durstine & Osborn, placed by Robert 
Otto & Co.; appliances, hardware, office equipment—Eversharp 


toe « Alka-Seltzer 
pare aivar PROGTO of datos Ge cahera, cewrsigs, 
age, y clacias pur encnees do comer y tober 


Alka-Seltzer 


Inc., Foreign Advertising & Service Bureau; heavy durable prod- 
ucts—Mack Trucks Inc., Foreign Advertising & Service Bureau; 
services & institutional paigns—Corning Glass Works, No- 
tionol Export Advertising Service; soft goods, textiles, clothing 
—E. |. DuPont, prepared by BBDO, placed by Robert Otto & 
Co.; drugs, cosmetics—Miles Laboratories, Robert Otto & Co. 


and Harold Friedman, general chairman for the party. 


NAMP SIDELIGHTS—When the National Assn. of Magazine Publishers met Oct. 11 rear New York, these 
were some of the scenes: Top left: Albert Fisher of the University of Pennsylvania, who is supervising the 
retail drug store cost study, talks to John W. McPherrin, new publisher of American Magazine. Top center: 
Wolter D. Fuller, chairman of Curtis Publishing Co., in serious conversation with Marvin E. Pierce, heod 
of McCall Corp. At right: Arch Crawford, NAMP president (center), talks with Harry Slater (left) and 
Oliver Klein, both of Standard Magazines. Below, left: That's Kent Rhodes, Readers’ Digest, at the head 


of the table—flanking him (at left) are John Gordon, Progressive Farmer, and F. E. Church, Time Inc., 
and on the right are William Evans, Time Inc.; William |. Denning, NAMP attorney, and George Lucas, 
NAMP. Below, right: At lunch, Richard Sanderson and P. K. Lieberman, both Family Circle, with George 
Delacorte Jr., Dell Publishing Co., and George Gorland, Baby Talk. In the background can be seen 
Vernon Myers, Cowles Magazines; Mr. Crawford; David Frederick, Harper's Magazine, and Ford Stewart 
(face obscured), Christian Herald. 
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Direct Mail 
Drives Get Top 
DMAA Awards 


MILWAUKEE, Oct. 17—A total of 
52 direct mail advertising cam- 
paigns won “Best of Industry” 
awards in the 23rd annual com- 
petition of the Direct Mail Adver- 
tising Assn. 

In addition to the 52 winning 
portfolios in industrial classifica- 


Advertising Age, October 22, 1951 


Direct Mail 


tions, DMAA judges selected nine 
campaigns as winners in a “spe- 
cial low-cost campaign” category 
and named six as worthy of “spe- 
cial outstanding campaign awards.” 

The grand award this year went 
to Lederle Laboratories division of 
American Cyanamid Co. New 
York. A number of Canadian cam- 
paigns and a Belgian promotion 
lent an international flavor to the 
list of winning entries 


@ As in the past, the award-win- 
ning direct mail campaigns will 
tour the country in a series of ex- 
hibitions sponsored by advertising 
clubs, merchandising clinics, bus- 
iness groups, educational institu- 
tions and graphic arts organiza- 
tions. 

The “Best of Industry” awards 
were given for winning portfolios 
of the following: 

Advance Seed Co., Phoenix, Ariz.; Car- 
ling Breweries Ltd., Toronto, Ont.; Ex- 
termital Chemicals Inc., Dayton, O.; Celo- 
tex Corp., Chicago; Chester A. Gile Ad 
vertising, Minneapolis; Massachusetts di 
vision, American Automobile Assn., Bos- 
ton; Dun & Bradstreet, New York; F. W 
Dodge Corp., Dodge Reports, New York 


@ Rapid Grp & Batten Ltd, 
Ont Frank G. Hough Co., 
lil.; Talon Department of 
York University College of Syracuse 
University, Syracuse, N. Y.; Smith En- 
velopes Inc., Detroit; Union Bank & Trust 
Co., Los Angeles; Foote & Jenks Inc 
Jackson, Mich.; National Widlife Federa- 
tion, Washington; A. & M. Karagheusian 
Inc.. New York; Minneapolis-Honeywell 
Regulator Co., Minneapolis 

Skytop Club, Skytop Pa.; Phila- 
delphia Bindery Inc., Philadelphia; Clary 
Multiplier Corp., Alhambra, Cal.; General 
Electric Co., Schenectady. N. Y.; Price 
Brothers Co.. Dayton, O.; Behr-Manning 
Corp., Troy, N. ¥.; Farm Bureau Insur- 
ance Co., Columbus, O 

Sun Life Assurance Co 
Montreal, Que.; Aluminum Co. of Canada 
Ltd., Montreal, Que ; Lowe Brothers Co 
Ltd., Toronto, Ont, Mohawk Paper Mills 
Inc.. Cohoes, N. Y., Dennison Manufac- 
turing Co., Framingham, Mass.; Bodden 
& Dechy S. A. Brussells. Belgium; Led 
erle Laboratories division American 
Cyanamid Co., New York; Abbott Labora- 
tories International Co., Chicago 


Toronto 
Libertyville, 
Design, New 


ot Canada, 


@ Monsanto Chemical Co 
vision, Springfield, Mass.; Edward Stern 
& Co. Inc., Philadelphia; Perfex Color 
Process, Milwaukee; New Orleans Public 
Service Inc., New Orleans; McGraw-Hill 
Book Co New York; Business Week 
New York; This Week Magazine. New 
York; New York World-Telegram & Sur 
New York 

Mutual Broadcasting System, New York, 
Clarke's, Tulsa; Goodyear Tire & Rubber 
Co. Ltd.. New Toronto, Ont.; National 
Broadcasting Co., New York; Durene As- 
sociation of America, New York; Packard 
Motor Car Co., Detroit; Neptune Storage, 
New Rochelle, N. Y Capital Airlines 
Washington, D. C.; Union Underwear Co 
New York; Donahue Sales Corp... New 
York 

In addition to the winners in the 
individual classes, the following 
entries were cited by the judges 
as outstanding examples of low- 
cost, small-scale direct mail oper- 


plastics di- 


ations directed toward a single 
sales or promotion purpose 

M. Beimont Ver Standig Advertising 
Washington, D. C.; Guy W. Hodges Inc 
New York; Industrial Bearings Co. Inc., 
Baltimore; Ireland's Restaurants, Port- 
land. Ove.; Knaus Truck Lines Inc., Kan- 
sas City, Mo; Mr. Orville E. Reed, Ho 
well, Mich. Smith Envelopes Inc., De- 
treit, Tube Turns Inc., Louisville; radio 
taten WBT, Charlotte, N.C 


The judges also selected six en- 
tries as outstanding examples of 
special campaigns: 

Corporation Trust Co., 
ber Products Co., 
man-LaRoche Inc 


New York, Ger- 
Fremont, Mich 
Nutley, N. J 


dith Publishing Co., Successful Farming, | 
Des Moines; National Broadcasting Co., | 
New York; E. R. Squibb & Sons Inter- 
national Corp., New York 


Spink Issues Directory 
Charles C. Spink & Son, St. 
Louis, has issued a directory con- | 


taining complete information on} 
sporting goods jobbers and manu- 
facturers’ representatives. This 
272-page book previously formed 
a part of “The Sporting Goods 
Trade Directory,” which is being 
issued separately this year. 


Stahlberger Joins ABC 

Richard L. Stahlberger, former- 
ly assistant advertising and pro- 
motion manager of NBC-owned | 
WNBC and WNBT, New York, has | 
been added to the advertising and 
promotion staff of American 
Broadcasting Co.. New York | 


Brooke, Smith Names Four 

Thomas E. Armstrong, F. A. 
Malsom, F. M. Rodgers III and 
Sanfrid Odhner have been ap- 
pointed creative supervisors of 
Brooke, Smith, French & Dorrance, 
Detroit agency. 


.. . When advertising in the Green Bay, Wisconsin, 


Why 
Take 
Shots 
in the 
Dark? 


Press-Gazette puts your product right ‘on target’! 
And for testing, the Press-Gazette offers nearly 
total saturation of a truly typical population 
Here's diversified industry and business, normal 


employment and nationality groups. And best 


of all here's size sufficient for adequate ‘spread’ 


without surrendering positive control! 
Grocery Store Audit Available for tests 
” The Press-Gazette store audit hos o bosic 
pone! of 18 outlets Sales are deter 
mined by regular store invoice ond in 
ventory checks. 
for test compaigns 


CONTACT THE GENERAL ADVERTISING DEPARTMENT 


GREEN BAY PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Availobie without chorge 


Hoff- | 
Mere- | 


Alliance Review 
Ashland Times-Garzette 
Ashtabuia Stor-Beacen 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Garette 

Bowling Green Sentine!-Tribune 
Bucyrus Telegraph-Forum 
Cambridge Jeffersonian 

Celina Standard 

Chillicothe Gazette 

Circleville Herald 

Cenneaut News-Herald 
Ceshecton Tribune 

Delewore Gazett 


OHIO SELE 


A 


REPRESENTED BY 


ae «1319 TERMINAL TOWER, 
; : 


East Liverpool Review 
Elyria Chrenicle-Telegram 
Findlay Republican-Ceurier 
Festoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal News 
Ironton Tribune 

Kenton News-Republican 
Loncaster Eagle-Gazette 
logan News 

Marietta Times 

Marion Star 

Martins Ferry Times-leeder 
Marysville Tribune 
Middletown Journal 

Mer 
Nework Advocate 


Vernon News 


New Philadelphia Times 
Painesville Telegraph 
Piqua Call 

Portsmouth Times 
Ravenna-Kent Record 
Salem News 

A 


Tiffin Advertiser-Tribune 
~ 


Sidney News 


Troy News 

Uhrichsville Chronicle 
Urbana Citizen 

Van Wert Times-Bulletin 
Weorren Tribune Chronicle 
Washington C. H. Record-Herald 
Wilmington News-Journal 
Wooster Record 

Xenia Gazette 


Zanesville Times-Recorder & Signal 


JOHN W. CULLEN CO. 


cmicaGo 


it takes 
TH HALVES 


0 doa job... 


Ohio is the Sth largest market in the United States . . . if you 
reach it all! Retail sales total $6,622,697,000.* The important 
part from cities and towns of less than 100,000 population, 
5 beyond the influence of metropolitan papers on your 
C T L | S ig list, exceeds retail sales in such important states as Kentucky, 
: E: : é , Tennessee, Oklahoma and Kansas. Retail sales in 
the area covered by Ohio's home-town dailies exceeds 
that of 34 states. And these sales are where 


good distribution and dealer organizations 


CLEVELAND, OHIO 
CINCINNATI 


mean excellent service to the consumer 
and rapid turnover. WRITE, PHONE OR 
WIRE AND ASK THE OHIO SELECT LIST 
MAN TO CALL AND EXPLAIN THE 
EASY "ONE ORDER-ONE CHECK’"’ 
WAY OF COVERING OHIO 


*Sales Management — 
Survey of Buying Power 
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1 The Chicago Tribune 


Consumer-lranchise Plan! 


¢ 


Y retery ete 
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Retailers back it 


IF YOU WANT more sales volume, 
you can get it by starting from 
the retailer's point of view. 
What he wants to stock and 
push is what his customers want 
to buy. He does not get excited 
about a brand that does not 
excite his customers. 

More and more, selling the 
retailer means selling his cus- 
tomers. Advertising run just to 
impress the retailer is not equal 
to the job today. It must im- 
press his customers. 

To build volume, promotion 
of a brand must create a con- 
sumer franchise that assures a 
substantial share of the day-in 
and day-out buying by consum- 
ers. It must meet and offset com- 


g 


CHICAGO TRIBUNE 


petitive promotion. 

From its study of selling in 
the Chicago market, the Chi- 
cago Tribune has developed a 
sound procedure that can get 
extra volume and a stronger 
market position for your brand. 
It is based on the retailer's own 
need for higher volume and his 
program to get it 

Built to meet conditions in 
Chicago, the plan can be used 
in any market. It is based on 
the trend to fewer brands per 
line per store and the increas- 
ing reliance by retailers on cus- 
tomer self-service. 

It produces larger orders and 
cuts delivery expense. It gives 
you the benefit of the retailer's 


own promotion without depend- 
ence on special deals. It earns 
better store inventories and shelf 
position. 

If you bear the responsibility 
for immediate sales, or are con- 
cerned with long range plan- 
ning for continued company 
success, the plan merits your 
investigatian. 

Decide now to learn how you 
can put it into operation in your 
business. It will get the ready 
support of your sales organiza- 
tion. 

Your nearest Chicago Trib- 
une representative will be glad 
to tell you about the plan. Ask 
him to call. Why not get in 
touch with him today? 


icago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


REPRESENTATIVES 


Chicago New York City Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 tribune Tower 220 E. 42nd St Penobscot Bldg. 155 Montgomery St 1127 Wilshire Blvd 


MEMBER: FIRST 3} MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC 


because it starts from their point of view- 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Joyous Smiles Make Woolf Wonder 


CM Doubts Worth of Vague Claims 


Frankel's Imagination Revitalizes 
Holeproot After Depression Years 


By Ropert GINSBURG 


3ehind Holeproof Hosiery Co.'s $17,000 
men's socks contest, launched with a color 
spread in the Oct. 1 Life, lies a tradition 
of pioneer achievement in advertising, 
promotion and product development that 
still sparks the company’s policy 

A $200,000 ad appropriation is support- 
ing the jingle completion contest, and the 
Life spread scores an advertising first for 
Holeproof by being the first color spread 
for men’s hose to appear in a mass circu- 
lation magazine. And the drive is also the 
initial use of a wide-scale contest for such 
a product 
necessity 1s 


@ Additional evidence that 


the mother of invention can be seen in 
the history of the inception and success 
of Holeproof 

About 80 vears ago Car! Freschl, opera- 


store in Kalamazoo, Mich., 


or of a small 
chanced upon a forgotten and 
machine for knitting stockings that had 
been peddled to his family by an artful 
drummer some years before 

Freschl accepted the challenge from the 
intractable device and determined to make 
it function as it was intended. Time was 
on his hands and the profit motive oper- 
ated strongly on Freschl—because his re- 
tail venture was not faring too well at 
the time 

So he dusted off the lemon and began 
a series of experiments and tinkerings 
to vindicate his family’s purchase. After 
months of seemingly useless labor, Fresch] 
finally succeeded in producing a stocking 

clumsy and misshapen, but a stocking 
nevertheless 


@ Encouraged by his success, the novice 
industrialist invested some of his sparse 
capital in yarn and, with perseverance 
and ingenuity, perfected the machine and 
its product. After the stockings met with 
success in a test market—the Freschl fam- 
ily—production was increased and the 
item was added, again with favorable 
consumer reaction, to the stock of the 
family store 

It must have been at this point that 
Fresch] realized the potential of the knit- 
ting machine he had made operable, for 
he ordered additional machines produced 
to his specifications and began expand- 
ing distribution for the goods—through 
salesmen and traveling retailers. 

With his whole family cooperating in 
nurturing the infant industry, the stock- 
ings found an ever-widening market, and 
eventually —in 1872—Kalamazoo Knitting 
Works was founded to manufacture men’s 
and women’s hose 

The business continued to burgeon, and 
Freschl, on the theory that greater chances 
for development and distribution lay in 
a metropolitan center, moved his factory 
to Milwaukee in 1882 


@ Necessity again motivated Freschl! eight 
years later in the form of his dissatisfac- 
tion with the short-lived character of 


useless¢ 


. 


nm t S) ewwry ai 
4 eee Ah a ieg the mewn 
A Sk Paw Lee a rms asad 


MPAN) MILWALIKES WRC 
ey OFC aene homed - 


THE COLES PHILLIPS GirkL—The short skirts of 
the °20s of cheesecake 
in advertising and Coles Phillips did his 
share, in a series of Holeproof ads, to 
decorate magazine pages with glamor 


stimulated use 


men’s hose—including his own. He then 
determined to develop the optimum cot- 
ton reinforcement. 

Collecting yarn from various parts of 
the world, he eventually settled on Sea 
Island cotton as best suited for the job 
3v that time (1890) he was selling his 
Merino socks through jobbers for 35¢ a 
pair. The of the 
newly reinforced hose led to his jobbers’ 
urging a trademark for the line 


instantaneous success 


Displaying the talents of a copywriter, 
Freschl hit upon “Holeproof” as both 
descriptive and with consumer appeal 
He also initiated replacement guarantees 
for the line—pledging six months’ wear 
for six pairs. The brand name has stuck 
and seems immortal, and the guarantee, 
which was dropped during a World War 
I shortage of Sea Island cotton, was rein- 
stated in 1948 by Gustave Frankel, pro- 
motional minded president of Holeproof 


@ As would be expected, with the adop- 
tion of a trade name advertising was used 
to imprint that name on the public’s mind 

Early ads stressed the unique wearing 
qualities of the hose, included signed testi- 
monials and played up the guarantee. One 
of the earliest ads boasted “We have got a 
good sock. ..We have given it a good name 
—Holeproof”; and another teased readers 
with a picture of Abraham Lincoln sewing, 
and headlined: “They Say That Lincoln 
Darned His Own Sox.” 

At the turn of the century Holeproof 
decided to shorten copy in its newspaper 
and magazine advertising and to empha- 
size display material integrated with its 
product. It commissioned Coles Phillips 
to turn out the art work and the result of 
his labors was the Peacock Girl, probably 


ne of the first pieces of advertising 


cheesecake 


e The excitement and protest stirred by 
this daring experiment convinced Hole- 
proof that it had hit on the right technique 

to which, by the nature of its product, 
Dis- 
play pieces of all sorts were devised of 


it was naturally disposed anyway 
the Peacock Girl, and she was shown to 
readers of Argosy, Cosmopolitan, Fortune 
the Ladies’ Home Journal, the old Life, 
Redbook and the Quality 
Group (Atlantic Monthly, Century Maga- 
ine, Harper's Magazine, Review of Re- 
views and World’s Work) during her long 


Photoplay, 


career 

In 1904 Holeproof Hosiery Co 
corporated and six years later it absorbed 
the Kalamazoo Knitting Works. The com- 
pany established its own sales organiza- 


was in- 


on shortly thereafter, largely as a re- 
success of its cheesecake and 
advertising. In 1911 Holeproof Hos- 
iery Co. of Canada was established in Lon- 
don, Ont., Holeproof products 
are on sale throughout the world 


ult of the 


other 


and today 


@ Holeproof has continued the tradition 


of experimentation with 
that was initiated by its founder 


new products 
Adver- 
tising has always been heavily relied upon 
to establish a market and emphasize the 
brand name 

Formation in 1917 of Luxite Silk Prod- 
ucts for manufacture of women’s silk un- 
derwear and allied merchandise led to the 
present Luxite line that Holeproof pro- 
duces today. The subsidiary was absorbed 
vy its parent in 1934 

Women's full-fashioned hosiery was 
inaugurated by Holeproof in 1921, and the 
next year the company pioneered with 
the first women’s knee-length hosiery 
Scotties. First made of glove silk with a 
separate garter, Scotties were re-intro- 
duced in 1930 in full-fashioned construc- 


es: 


*. 
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! 
lik ts 


CONTEST COPY—This color spread in the Oct 


Ten ‘Hooks’ that Speed Action 


Shop Language Is Down-to-Earth 


band in the top. A 
Lastex 


tion with a rubber 
1934 
webbing garter tops 


improvement Was woven 


@ The French heel—now a standard 


throughout the hosiery industry—was in 
troduced originally by Holeproof in 1928 
Recently, the company developed its Lux- 
Seal finish to make hosiery better wear- 
ing and more snag resistant 

A pioneer in making self-supporting 
hose, Holeproof in 1928 introduced Foot- 
fenders—-the first 
Originally designed to be worn inside golf 


ankle-length socks 
hose, they were later manufactured with 
1 Lastex, knit-in garter for general wear 

The launched Autogarts in 
1930. These were the first regular-length, 
self-supporting socks and featured rubber 
Pacers, with washable 
market 


six years later because of their simplicity 


company 


bands in the tops 


garters attached, found a ready 


of construction 


sustained 
early 


e Yet the 
throughout the 


heavy 
depression 


company 
losses 
and reported either losses or nomial! 
gains until 1939 pro- 
duction firsts, profits for any one ye@@r 
never reached the average for the '20s, 
The 1943 advent of Gustave Frankel t« 
the Holeproof presidency marked the B®- 
after its d@- 
During his first yve@r, 
Mr. Frankel increased the ad budget to 
four times that of the year before— fram 
$50,000 to $200,000—and the outlay has 
increased then, reachifig 
$800,000 this year with a similar figufe 
projected for 1952. The 1949 outlay w@s 
$516,000 and $600,000 was spent last year 
Mr. Frankel, now 54, brought variéd 
experience with him to Holeproof. He 
broke into the business world in 1915 @s 
a salesman for Peerless Light Co. Within 
two years he was New York manager, afd 
while associated with Peerless he origi- 
nated 
veloped his interest in the infant 


Despite the many 


juvenation of the company 
pression doldrums 


steadily since 


several electrical devices and de- 
radio 
business 
He later 
and served as 
Mohawk is credited with the development 


Mohawk Radio Co 
president for ten years 


founded 


of the one-dial radio 
indus- 


His introduction to the hosiery 


1 issue of Life, claimed to be the first such 


for men’s socks, announces Holeproof’s $17,000 prize contest for completion of a jingl 


ae 
© a 
5 
ese. 

s 
‘ al 
eels 
fa 
é : 
: : 
‘ 

S 


ae eee ae a eee — COU es ee ae he ee gS 
Le : vue : v3 ; : Sie 5 
tet en eae 
si 4 a 
so Sae 
f pati yrs 
eS; 
r vital 
ee 
. ‘na ee 
ee 
ee Sere 
” pets 
ay ‘tee 
: . thes oe 
; ee a2 
: a * 
; fae 4.7 
Br tapi 
ee ae 
3 ee i 
: ara ¥ 
; we 
y ss, 
i Ae 
ae 
Boss, 
ae iiss" 
| ie 
é Se TOS 
| eC Aad 
ce 
; “ P, 
‘ yt 
+ 
: as Pe. 
"i i > ot ‘ rae 
zt ) See rf Me Sa] 
4 mS uk Fo eri vee 
. (hy ash 9 ny a 
‘ v. ) - (ie i ae 
? ' : : a4 ; i me 
; ‘ ey 
4 iN xy 4 Cre 
: BAS eas 
2 “gy \ ; » J ee >a 
“1 i %¢ } * — 4 a 
ie 7s i - “ ae 
t : 
y. J \ 7 ex 
: S) ‘ es fe 
‘ crs 
: ay : v4 (Se 
; ae Y ) ' b hs 
i é \ ey 
: ~ cane 
(og * 
. \ * a 
7 [fosiery ; ae 
so * Uys 
‘i ~ ot 
| Titec OEE ae hes’ 
i shame tettng It Medepe ad Se 
Soames cs vee 
Sr “he 
ee 
Bite ia 
ae 
oy 2 Boe 
Pr i 
he 
: + ee 
aes 
Ps. 
> d re 
é e i ps, 
Tae 
: oe. 
ae 
ae 
| a 
E 
oe |! 
Sa 
‘TPO CHANCES TO Wie! ae 
—— ne + ae, 
P — A 
i —S— a a ee 
— ei + a © eer ae) ee “ ‘e ot 
: tay ‘ oN © eee ee See be 
Si ae 
: < & % , : eae 
, 4 ae 
* es pe care es me a ee 
— 4 ete ON me ae Meeps ee es Mies 
4 . eee ew mee ange ae oe 
en PS Rega Oe age ie Fae 
ee a are “opt Tigi Ok 
" eee meee & we ee i i on 
- —_— S _ i 
4 bi mance of ae 
S —— a e e  e 3 ee r 
SSS 4 pee tnd 
== rt Se 
i Ss SSS ae 
SO " + a 
BES Ss : & 
awcatasce Sietbeaee . Ronis 4° 
Ss = ——— {} Lee 
SSS —E—E—SS Saeeee PL 
a  E 7S - aaa 
= =: wo == SSS e. 
0 wee ee oe ee A ss + “e 
Saoounes ooo OL ae 
ea or ‘ ae 
mcter ~~ , Stennis aoa 
‘ ae 
OO  eeeeeeeCssCisS 2 
Ye ioe 
i eeeeee—CsC ieee 
eee 
sn nd 
er 
rs 
Ri 
ae “ 
ead 
2 = A ee 
. — — i i fmt 7 


try came through Cooper, Wells Co., St 


Joseph, Mich., of which he was president 
for almost 14 years. While other hosiery 
mills were losing money during the early 
30s, under Mr. Frankel’s direction Cooper 
Wells showed a consistent profit 

A short, decisive man who believes in 
himself and implements his beliefs, Mr 
Franke! lists three rules for business suc- 
ce that he has followed in his careet 
ind is currently applying to Holeproot 
They are: (1) always be on the lookout 
for ‘some new idea or product in your 
line 2) conduct exhaustive experiments 

that it’s absolutely fool-proof before 
nerchandising it; (3) back it heavily with 
oncentrated advertising and promotion 


in markets where you have distribution 


e Although Holeproof products are dls- 


tributed nationally, its concentration var- 
it n different areas, Mr. Frankel told 
AA, and while its coverage is increasing 
teadily, it must still choose media care- 
fulls 
The company emphasizes space medla 

especially magazines ind display and 
packaging promotions. Its current sched- 


ule includes Charm, Collier’s, Esquire 
Glamour, Harper's Bazaar, Ladies’ Home 
Journal, Life, Look Mademoiselle, Mc- 
Call's, Photoplay, The Saturday Evening 
Post, Seventeen, Today's Woman, Truc 
Vogue and Woman's Home Companion, 
plus Del! “Modern Group, Fawcett Wo- 
men’s Group, Hillman’s Women’s Group 
Ideal Women’s Group and Screenland 
Unit for its men’s and women’s lines 

rhe recently introduced Bootie Napper 


1 n slippersock for infants will be pro- 


moted in My Baby, Parents’ Magazine and 
y g Years. Holeproof has been expand- 
ing its dealer cooperative ad program and 
i rently surveying its market situation 
jn anticipation of national advertising in 
! va pe 

e Mr: Frankel told AA that the latest 
j he history of Holeproof new products 
i Little Mi Luxite children’s lingerie, 
which take advantage of the Luxite 
brand name. To be introduced next year 
fhe line will be backed by $50,000 in ad- 


vertising, to be placed after the current 


ompleted and the distribu- 


is clear 


NO SNAG 
hat Holeproof tw nou conducting are (l 
ens socks diveswor 
Geller, Chicago, the Holeproof agency 
W&CG, account erecutive 
1950 Holeproot introduced Nappe 
e first all-nylon slipperseock. The iten 
iught on so well that the line was ex- 
and this vear, and one result of the 
xXpansion discussion was the enthusi- 
tical received Bootie Nappet 
Under Mr Frankel direction, Hole- 
roof ha ven leading its field in ex- 
perimenting with synthetic fabrics and 
ims. The company introduced nylon 
fancies for men’s socks and is currently 
oN pe nenting with Dacror Dvynel and 
t new lend 
Holeproof now ha cla icatior 
t t vhich hare ne ige 
equally: (1) Luxite lingerie (2) women 
ierv (3) men ock 4) Nappers 
Che Luxite line contributes 50 of the 


company’s sales in the first three classi- 
fications, with men’s and women’s hose 
dividing the other half. 

In their respective categories, the men's 
socks division is the second largest brand- 
ed line in the U.S.; Holeproof women’s 
ranks among the first 15, and 
among the first three lingerie 


hosiery 
Luxite 
brands 

One of Mr. Frankel’s first projects upon 
taking over Holeproof was to modernize 
the plants and machinery of its nine oper- 
ating mills in the U.S. and Canada. Dol- 
lar expansion of equipment and factories 
has already amounted to more than $5.,- 
000,000, and the company is currently 
spending $1,500,000 additional 
provements 

Gross sales were more than $25,000,000 
last yvear—contrasted with $7,800,000 dur- 
1943. For the first six months of last 
year up 28% over the 
parable 1951 period 

Since the ascension of Mr 
number of retail] outlets for 
merchandise has more than quadrupled 
3,500 to 15,000—and the original 
York sales office has been supple- 
mented by organizations in Boston, Los 
Angeles, Chicago and Detroit. Sales con- 
tests are conducted, and employe sugges- 
tions are encouraged by Mr 
Frankel also originated the policy of re- 
gional sales meetings whenever new lines 
are introduced. He feels that Holeproof’s 
sales results his faith that 
‘effective merchandising more than pays 
its own way.” 


for im- 


ing 
sales were com- 


Frankel, the 
Holeproof 


from 


New 


awards 


substantiate 


@ Nor has he neglected advantages to be 
gained from proper packaging and dis- 
play. A good share of Holeproof’s ad bud- 
get is directed to point of sale 

Mr. Frankel’s modernization 
for Holeproof could not ignore the con- 
servative grey box with brown lettering 


program 


that he inherited. Currently men’s hose 
are packaged in an_ attention-getting 
brown box with cream lettering, and a 


chartreuse box with magenta lettering is 


used for women’s products. In addition, 
special gift packaging for holidays (e.g 
Christmas, Easter) included in the 
revitalization of the line 

It is not uncommon to find the title of 
a popular and well publicized movie on a 


was 


w vor epee 


Apparently satisfied with a promotion brochure for the men’s socks contest 


to r.) Roy Booker, merchandise manager, 


Gustave Frankel, president; Edward Weiss, president of Weiss & 
John Infield. Holeproof a.m.: 


and Byron Bonn- 


Holeproof hosiery box, designating a new 
hade. “Black Rose” was an earlier shade 
and currently “Bird of Paradise Nude” is 
tving in with the 20th Century-Fox film 


Special Mr. “T" designs have been de- 
vised for men’s socks, combining with 
Esquire’s Mr. “T” fashion promotion 


Holeproof makes sure its products are 
iot submerged in the promotions of items 
it ties in with by putting heavy magazine 


ff sale advertising behind its 


ind 
part of the campaign 

Weiss & Geller 
Holeproof’s 
fall of 1949. W&G took over 
rauff & Ryan, which was awarded 
wcount shortly Mr. Frankel 


point 


Chicago, has been han- 
advertising the 
from Ruth- 


the 


since 


ilir 


after joines 


he company 


Advertising Age, October 22, 1951 


But— 


What is the “oral detergent’” What 


— 
“3 


) for 
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better! Gets teeth 
lasts hours Your proof of how well Oral Detergent works! 


Veluable gift offer if you buy sow! 
Lamina ame ony at sare eerywhere. 


why not be clear in the first place” 
The Corner tried the new Pepsodent 
By 


Salesense in Advertising... 


The Creative Wlans Corner 


In The Corner’s opinion, this new Pepsodent ad has all the elements of a 
successful campaign—without being one. 
The layout is striking. The presentation is simple. The message is brief. 


Pepsodeiif’s Patenited ORAL DETERGENT brings 


it é 
MOUTH TASTE reach” And just how does the 


Because gentle ORAL DETERGENT works where brush can't reach 
now Pepsodent cleans weeth 7 cleaner, brighter Fights decay 
4 ‘and mouth so fresh, clean mouth taste 


C—O 


is founded in fact, the product will not live up to it. And if the product doesn’t 
live up to it, repeat sales won't follow 


nine, after six cigarets, his mouth tasted 
Whadaya mean “clean mouth taste for hours?” 


; 


for those who didn't take high school 


‘ *s ‘ 
Latin—-does “oral detergent ‘ 
mean’? Just what portion of t 
the mouth-—-or the teeth—does 


affect which a brush can't 
new Pepsodent, by reaching 
this area, get teeth cleaner 
and brighter? Or fight decay 
better? How does this new 
“oral detergent” keep your 
whole clean and re- 
freshed for hours simply by 
getting your teeth “so clean?” 
Are your teeth whole 
mouth” 

There is a schoo] of adver- 
tising—a very large school— 
which feels that vague claims, 
unexplained claims, intention- 
ally obfuscated are 
much more effective than di- 
rect, specific and clearly un- 
derstood claims. The Corner 
must admit that, insofar as 
initial sales are concerned, this 
school has a performance rec- 
ord to back it. 

However 


mouth 


your 


claims, 


unless the claim 


And if the product can live up to it, 


He brushed his teeth with it at eight 
like a singed chicken smells 


ewer creer rere errr rrr rrr rrr rocco cccccccccccccccrcorrorcecnwoocorocct 


Is the Public Developing a Tolerance 
for Absurd Human Behavior in Ads? 


D. Woo.r 


A drawing room in Suburbia 
Time: The cockeyed present 
John: “Gracie, dear, your 

ind face the wall. I have a little surprise 


By JAMES 


Scene 


close eves 
for vou.’ 

Gracie (all of a twitter): “Yes, dar- 
ling, tell me when you're ready.” 

John “All already 


eves and face about.” 


ready Open your 


Gracie (her face all aglow): “Oh, John, 
you shouldn't have! Why, isn't it a - a - 


John (proudly) ‘Yes, sugar, it’s a 
Wheeling ash can!” 

Gracie (popeyed with excitement) 
“Wheeling Ware? Now you're talking!” 

John (smugly): “I'll say!” 

Gracie (her face distorted with near- 


hysteria): “Dear, I'm overwhelmed! My 
blood is positively boiling in my veins!” 
@ No, the ad (see cut) didn’t include 
any such dialog but the photo of Gracie 
graphically suggests it. Can vou imagine 
the housewives you know working them- 
a frenzy of joy over 
an ash can” I the house- 
wives you know do not have all their but- 
The successful 
business man) who sent me the Wheeling 
this comment: “It is the first 
time in life I charming 
lady completely the idea 


selves up into such 


can't, unless 


tons correspondent (a 


id made 


my ever saw i 


hysterical over 


of having a brand-new ash can.” 


Is the average sane and sensible house- 


wife favorably impressed, or is she re- 
pelled, if only mildly, by this sort of 
any and completely incredible human 


behavior’ 
Seemingly (if we accept seriously much 
of the advertising we hear to- 
day) it takes very little to send the av- 
erage American into paroxysms of joy 


see and 


A new soap powder, a dentifrice, a cig- 
aret, a breakfast cereal, or a vitamin pill 
is enough to make the rafters of our 
homes ring with hilarious laughter 

Consider, for example, the current 
Dreft ad. Do normal husbands and wives, 
converted to Dreft, really behave like 
the two cheerful idiots shown in the il- 
lustration? Can dishwashing be such 
glorious fun even though, according to 
the copy, “vour hands barely touch the 
dishwater””’ 


s Dreft or Dreft, dishwashing is an 
unpleasant chore even to the most lov- 
ing of husbands. Ponder the facts. The 


no 


messy eating must be 


paraphernalia of 
lugged from the dining room to the kitch- 
en and dumped into a dishpan; uneaten 


remnants must be scraped from plates 
and saucers into vesterday’s newspaper 
and chucked into a garbage can; pots 
ind pans must be gouged of stubborn 


grease; leftover portions must be covered 
carefully with plastic and stowed in the 


refrigerator; sink and drainboard must 
be wiped clean and dry, sodden coffee 
grains must be knocked out of the per- 


colator and disposed of; the dishpan must 
be rinsed and dried; the—But why go on? 
How can anybody, even a dimwit, look 


on Sue Maen tet ee eee! ee tee oan tl ane i a < eperes » = eer nt a 
pa —_ eS . 
A —— 
_ ; 
eC 
5 LE Ie Bost ; : 
: a 
a — 7 a hae 2 ee 
a A I : 
~ & i : 7 
th ee * 4 : 
ch vey? ete 060 4 
~. a - a ; : a 
3 a eS ae 
- : 
J fF 4 
Ss . a 
: ae 
we ee 
5 —— eS 
: 2 ; : 
“a sales effort {; 
-* tion picture ZZ! 
“9 ‘ — ‘oe Lux y | 
| ' Ls ere a). : 
aa £ 5 ie ; : , 
(oT LL ELEGR i Ra 
= 2E 2 Wal ti A} iz | 
a 2 HT | -_ 
ist: { , | + e 
. / a ¥ “™ . Z ob ‘ 
: , ~ \ a. 5 ; (fo 
% | ‘ “ i " \ 4 ; : , 
: i. | 2 : ij es 
s | c Pye tt se oo... Ti 
ty ee a, | ia 2s ee gg ae 
' : 7 ; ; ; rf . <r WreeLine Ware 1s Mano-pewer!/ 
> See : 
——— ase 
a hl 
7 sl === 
ae - F. 
‘ r. = og PR 
: a, - wo | 
3 ae aoe ® 
PF a 
: ee 
= a Pe 
be, aT 


whats new ? 


wi 


One-year total 94,000—that's far beyond 
the national building rate. And many more 
Household families made their old homes 
new—for example, 350,000 got new roofs, 
over half a million had outside paint jobs! 
But you would expect Household families 
to spend freely on their homes—76% own 
their own! And look where they live: in the 


HOUSEHOLD HITS HOME 


HOUSEHOLD yin 


Capper Publications, Inc., Topeka, Kansas 


| ‘THE HOUSE! 


Household families build over 7,000 homes a month! 


small cities and towns under 25,000, where 
home is the hub of all activities. 

Household, too, centers on home, with 
page after page on building, remodeling, 
meal planning, child care. Here is a rare 
combination—home families, in the home 
towns of America. 

What a natural for home products! 
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Pees 


with joyous pleasure to that 


black hour in the kitchen after the meal 


over 


Are We Developing a Tolerance 
tor Absurdity? 

The question I am raising here is asked 
more in a spirit of inquiry than criticism 
It is possible that the American public has 
come © accept this stuff with lenity or 
even pleasure. It may be that we are 
being conditioned, hke some 
Aldous Huxley's 
World,” to believe in the 


the characters in 


' 
f 
Brave New 


ormality of advertising’s uproariously 
ipy people. Could it be that we have 
come to believe that we and not they are 
he abnormal ones? Or perhaps we, like 
lope addicts, are developing such a tol- 
el e for absurdity that we can swallow 
r d larger dosages without suffer- 


@ Admittedly advertising’: 


ippy dolts con 


deliriously 
tently earn good Starch 
ratiz And it’s not unlikely that they 


t ilate the sale of the products that 
eve vith joy and amaze- 

bu vhether or not they contribute to 
‘ od of advertising is another ques- 


The ineredible antics of zany people 


tising are not necessarily in bad 


No WASH. No WIPE TON/cHy-/ 


sew DALET pors norm 


"Ro Wipe, Tonight! 2 ap onsues SHINE 
No Wash 
No Wipe, Tonight! Sew Washing Orefp - 
y af Meons No Work lef 
° No Wash No Ww, 


Att VOU cto bs RINSE T 
Leen pots and puns glisten! 


ee ome emer 


taste and there are no laws against them 
in the statute books. They are simply 
ridiculous. We accuse our senators in 
Washington of knowing little or nothing 
about the economics of advertising 

There appears to be no doubt that this 
charge is true. But perhaps the basic dif- 
ficulty goes deeper, and its name is antip- 
athy. Could be our senators think that 
today’s advertising is at times pretty silly 


Mail Order and Direct Mail Clinic... 


Ten ‘Hooks’ That Speed Action 


By Wuaerr NortHomMore Scuurirz 


You need action-getting offers in your 

ler advertisements and in your 

ct mail to get orders in these chal- 
‘ init aqay 

Mr. and Mrs. .America, 1951, are dis- 

They want value for their 

And they react positively to “plus” 


criminating 
mone 
offer you can be certain 

Let take a look this week at a few 
which have stimulated sales 
Here are 


techniques 
for many firms selling by mail 


ten mail order “hooks” which speed ac- 


tion and increase replies--without using 


, 
more costly space 


1. Offer free catalog which describes 
your merchandise in detail. (Better send 
those catalogs out the day they're re- 


quested, incidentally, if vou want greater 
returt 


Dramatically tell your readers that 


the supply of your merchandise is lim- 
ited Order now! Supply limited!”) 
3. Offer a premium to get action. (For 


example, if you're selling auto supplies 
you might offer an ice scraper for his 
vindshield if the customer sends his or- 
ler immediately.) 


4. Offer a five-day free trial of your 


woduct. (Often if your prospect sees, 

feels, uses your product he sells himself 
mu get another order.) 

» Offer free sample as a convincer 


The Eye and Ear Department... 


(Let's assume you're selling salt water 
taffy. A sample sent free for a prospect 
to enjoy may persuade him to order sev- 
eral boxes.) 

6. Offer your product for a limited time 
only. (People don’t like to miss out on 
things. By setting a time limit you'll 
stimulate sales.) 

7. Offer your products to your own cus- 
tomers exclusively. (Certain people like 
to feel they're the only ones who'll get 
in on a “special” deal.) 


e 8. Offer some novelty which is tied 
in with your product. (If you're selling 
supplies to women who sew, for instance, 
offer them a new thimble, or a darner, 
or a knitting kit—free.) 

9. Use a strong guarantee. (“If you're 
not delighted in every way your money 
will be instantly and cheerfully refunded 
by return airmail, special delivery—with 
no questions asked!”’) 

10. Offer a “double-your-money-back” 
guarantee. (Convince your prospect that 
your product is so good that if he’s not 
pleased, back will come double the amount 
he paid for it.) 

Glance over your next direct mail piece 
Study vour next mail order advertise- 
ment 

Could you possibly add one of these ten 
sales stimulators? If effectively 
they'll help jump your sales 


used 


‘Toast’ Warmed Up 


rt Department t been watching 
vith interest the new Ed Sullivan show 
Foust of the Tow: presented bys 


Lincoln-Mercur ove! 
hts 6 to Y 


CBS-TV, Sunday 


For quite a while oust of the Town” 
iginally presented by Admiral and 
ter taken over by Lincoln-Mercury 
\ tt iight variety show. As such, it 
ittained an enviable popularity and rat- 
I rhe temptation—-on the part of both 


producer and sponsor—might very well 
have been to let well enough alone, In- 
tead, the show has been notably re- 
Vamped 

Recently it has presented a more-or- 
‘ biographical sketch of Oscar Ham- 
merstein as well as of Helen Hayes. These 


no particular form—insofar as TV 


concerned. If they resembled anything, 
they resembled a sort of TV version of a 
New Yorker Profile. They were not only 
vastly entertaining, but interesting. You 
left them with a feeling you had not only 
ween diverted but enriched. Where, with 
format, you were intrigued 
»y the individual performances of the 


the variety 


entertainers, now you are also moved by 
the subject matter. “Toast of the Town” 
has become, as a result, not only highly 
entertaining but much more memorable 


gs The sponsor—and his agency—should 
now take a similar step forward in the 
commercials. An automobile is a large 
object to show on a TV screen. It may 
be a mistake to attempt to demonstrate 
it. Certainly an uninterrupted rave about 


a car running along an unidentified road 
has become tiresome by repetition. Maybe 
omething should be attempted to show 
the envy aimed at you when you become 
the owner of a Lincoln or a Mercury. 
After all, the become 
more than a means of conveyance in the 


automobile has 


Tips for the Production Man... 


Advertising Age, October 22, 1951 


modern scheme of things. It has become 
very really a mark of social distinction 
as Cadillac has Who 
doesn't like to feel the neighbors are 
gaping when he drives up the curb in a 
new car’? And why couldn't this be made 
suitably dramatic for TV presentation? 


demonstrated 


Let Your Light Shine with Gloss Inks 


By Kennetu B. BuTLer 


The use of gloss inks, formerly lim- 
ited to labels and package design, 
emerges as a new tool in the hands of 
advertising production men 

The reflective, penetrating, high-gloss 
appearance given to printing of covers, 
advertising literature, catalog pages, etc. 
by the use of gloss inks, captures atten- 
tion and does a good job of enlivening 
illustrations 


e Heretofore, it has been thought that 
gloss inks were entirely impractical in 
printed matter containing small type or 
halftone illustrations. Certain lower case 
letters like e’s and a’s proved to be ink 
traps when gloss inks were used. Half- 
tones filled up quickly. Moreover, these 
inks dried slowly and caused offset, mak- 
ing it necessary for the printer to rack 
the printed sheets. This slowed produc- 
tion, added to expense 

Printers and ink-makers, working in 
unison, have learned to outwit many of 
these pitfalls, and some very nice work 
is being done with gloss inks. 

First of all, the paper has to be special- 
ly sized to receive gloss inks; otherwise 
the ink penetrates into the paper, killing 
the gloss. The sized papers hold the ink 
on the surface to dry with a glossy sheen 


Employe Communications... 


Not just any gloss inks will work sat- 
isfactorily with small type and halftones 
There is considerable variance in quality 
The printer should buy the best and he 
should experiment with the products of 
his ink suppliers to find the ones that are 
suitable. Some are when first 
printed, but lose their sheen, even when 
printed on properly sized papers. 

The printer should use non-offset spray 
to prevent offset and sticking. No heat 
should be used in the use of these inks, 
as it kills the gloss 


glossy 


The printer will want to print in small 
loads, to alleviate offset, and he should 
carry full color 

About every 500 impressions the forms 
will have to be scrubbed out to prevent 
filling in, particularly on halftones 


e Get some samples of gloss inks from 
your printer or any ink supplier. They 
are glad to furnish ink sample books 
showing colors and manner of reproduc- 
tion. Ask your printer for samples of 
gloss ink work he has turned out 

Some suggested uses for gloss ink ad- 
vertising are booklet covers, catalog in- 
serts, posters, display pieces, direct mail 
literature, catalog pages, broadsides, car 
cards, package inserts, envelope stuffers, 
etc. 


Safety Booklet Talks Shop Language 


By Rogert Newcoms and Marc SAMMONS 

One of the more engrossing mysteries 
of employer-employe communications is 
why employes, in an industry that is 
colorful and robust, must be talked to in 
restrained, academic terms. A man may 
work on a coal loader all day in a cli- 
mate noted for plain talk, and when he 
comes home at night he is expected to 
read stuff straight from the classroom. 
The authors concede that a certain cen- 
sorship may be desirable, in deference to 
small children and the United States 
mail, but by and large if a man uses a 
blunt but clean expression to define some- 
thing you'll be better off to carry it into 
print. In a lumber camp the metal rod 
used for summoning men to meals is 
called a gut-hammer, and nobody living 
can possibly improve upon it 


e Out of the humming Beaumont, Tex., 
refinery of Magnolia Petroleum Co. has 
come a comfortable manual on safety. 
Most safety manuals, in case you didn’t 
know, are grim little affairs full of pes- 
simism and forebodings of disaster. But 
the men of Magnolia, in their “You Bet 
Your Life,” get down to cases in a con- 
genial and readable potpourri of draw- 
ings, halftones and text. All of this has 
the appearance of having been thrown 
together, and doubtless the upper level 
designers of the nation would go 
apoplectic at about Page 3. 

It will win no prizes for artistry, but 
it's a slam-bang kind of thing a refinery 
man will eat up. After all, it’s the re- 
finery man for whom the booklet is is- 
sued. Dropped in among the illustrations 
is an occasional box, starting “It hap- 
pened here” and followed with a brief 
case history of some employe who had 
pulled a safety boner. But there isn’t a 
line of preachment in the whole thing. 

The so-called “Flying Red Horse com- 


panies”—Socony-Vacuum, Magnolia, 
General Petroleum—are accomplished 
hands at telling the local-level story in 
local-level terms, and this is another ex- 
ample. Instead of delivering a sermon on 
safety to introduce the booklet, John W. 
Newton, vice-president and manager of 
the refining division, “open 
letter” to employes, as follows 

“This booklet is free, but quite likely 


writes an 


it’s among the most valuable you will ever 
have. It contains the cream of the safety 
knowledge at the refinery, skimmed off 
and served with a little humor to flavor 
it. Always Magnolia has felt a moral re- 
sponsibility to see that its work is car- 
ried on as safely as possible, and this 
manual is evidence of that desire. In 
asking that you thoroughly acquaint your- 
self with its contents, Magnolia feels that 
it is doing no more than discharging its 
duty, both to you and to your fellow 
workers.” 
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the most important 
thing in the 


COuNTRY: 


° Farm JOURNAL, biggest Magazine of al] 
in Rural America, has more than circy- 
lation leadership. 


* Throughout the Country, Farn JOURNAL 
has earned and won the confidence and 
affection of Millions Whose OPinions 
and Purchases COUNL most COntidence 
in all that 4PPears between the covers of 
FARM JOURNAL. For the advertiser, no 
Other *sea] of approval” Means so much. 


No other endorsement 'S Needed 


* When it comes to selling the rural mar- 
ket YOu just can’t beat FARM Joy RNAI 


FARM JOURNAL. INC. Phila. 5, Pa. 


Graham Patterson, Publisher 


‘ i ica 
.the basic buy for selling Rural Ameri 
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‘Navy Times’ Making Bow 
Publishing Co., 
Washington, D. C., will bring out 
Vol. 1, No. 1 of Navy Times on 
Oct. 20. Three editions will be 
published each week: continental 
U. S., European and Pacific. Ad 
rates are to be announced. Also 
published by the same company 
ire irmy Tires and Air Force 
Tire 


Army Times 


Albinalomal Ciderlsong <lturec, 
Advertising, Market Research, Public Relations 
> 1. A. 8. has handled, for over 
|) seven years me of the most 
“i0/ important American accounts in 
© Argentina, Brasil and Uruguay 
ks 


Tucuman 1668, Buenos Aires, Argentina. 


‘BSN’ Data File 
Traces Growth of 
Construction Market 


Cuicaco, Oct. 16—The growth 
of the lumber and building materi- 
il market, from 1939 through 1950, 
vhen it reached the proportions 
of a $7.75 billion business, is de- 
scribed in a new 36-page market 
data file just published by Build- 
ing Supply News 


The three-color booklet, “Sell- 


ing the Lumber and Building Ma- 
terial Market,” contains market- 
ing data on the sale of products 


for construction, remodeling, re- 
pair and maintenance of homes, 


e FREE-LANCE COPY by a Copy Chiet 
For top-level planning and writing, bring your copy problem to the cre- 


ator of major campaigns for national advertisers in more than a dozen 
television, magazines, newspapers, radio, direct 


Fan hou 


industries. All media 
mail. Also sales promotion, 
including films and pres- 
entations,. Write or phone 


MOULTON H. FARNHAM 
420 LEXINGTON AVENUE 
NEW YORK 17. N. Y 
Phone: LExington 2.0880 


farms, commerical and other 
buildings 

A novel feature of the booklet is 
the quick index to salient facts. 
Presented in the front of the book, 
it lists highlights of the entire 
story in chronological order. The 
booklet is designed for use as a 
permanent standard-size reference 
file piece. Copies of the folder are 
available to advertisers and agen- 
cies 


Pearson Signs ‘Irma’ 

Pearson Pharmacal Co., New 
York, has signed to sponsor “My 
Friend Irma,” Sundays, 6 p.m., 
EST, on CBS, to advertise Ennds 
chlorophyll tablets. The comedy 
program had started without a 
sponsor this fall following the can- 
celation of Lever Bros. Co., New 
York. The company also will con- 
tinue its sponsorship for Ennds of 
“Hollywood Opening Night,” Fri- 
days, 10:30 p.m., EST, on CBS, 
and of the Friday portion of Gab- 
riel Heatter’s daily newscast, 7:30 
p.m., EST, Mutual Broadcasting 
System. Pearson Pharmacal also 
is using video spots in major mar- 
kets. Harry B. Cohen Advertising 


NUTONE OPEN HOUSE—Features of NuTone’s Heat-A-Lite, o new product designed 

to heat, give light and circulate air, are being explained at a recent company open 

house by (left to right) Frank J. Smith, NuTone’s director of advertising and sales 

promotion, and J. Ralph Corbett, NuTone president, to guest builders J. F. Corabin 
and James F. Breen 


Co., New York, 
Ennds 


rich responsive market. 


The SDailies sell 85‘, of a// the homes, doth rural and urban, in this 


7 / tHE SDAILIES REACH THIS QUALITY MARKET! 


Only: THE SDAILIES SELL THE STATE AT SUCH LOW COST! 
se - 


The SDailies give you MORE circulation at a combined line rate 
approximately 25‘, below any other publication in this market. 


rs | 


| South Dakota families spent $3,522 in retail stores during 1950... 
eighth highest statewide per-family sales in the nation. 


/ THE SDAILIES ARE EDITED FOR SOUTH DAKOTANS! 


Dakota. . 


The six locally managed locally edited SDailies are edited for South 
. report vital South Dakota news. 


~/ THE SDAILIES SELL SOUTH DAKOTA AT THE ACTION LEVEL! 


The SDailies are the papers your dealers use to carry their advertis- 


ing message into South Dakota homes where sales are made. 


‘= Only: THE SDAILIES CAN OFFER TIE-INS AND LOCAL MERCHANDISING! 


} 
All six SDailies offer effective dealer tie-in service and local mer- 
chandising help to give you an even bigger promotional bargain. 


SELL Rich, Responsive South Dakota — 
and SELL it Best with the 


BOX 1278 


Comprise Six Locally 
Edited Newspapers Serving 
Markets of South Dakota 
FOR COMPLETE, HELPFUL INFORMATION, 
WRITE TODAY! 
SOUTH DAKOTA DAILIES 
HURON, SOUTH DAKOTA 


Managed and 
The Six Primary 
Rural and Urban 


is the agency for Proposes $1,000,000 


Annual Advertising 
Campaign for Meat 


Cuicaco, Oct. 16—The National 
Livestock & Meat Board at its 
board of directors meeting next 
month plans to consider the recent 
proposal of a Montana rancher 
which would bring the country’s 
ranchers and meat-producing 
farmers into an advertising pool of 
approximately $1,000,000 annually 

As outlined in the September 
New Mexico Stockman, the plan, 
by Del Lichtenberg, owner of Win- 
Del Ranches, Ennis, Mont., calls 
for establishment of an advertising 
fund, contributed to by the na- 
tion’s ranchers and farmers, and 
administered by the National Live- 
stock & Meat Board. 

The program would be designed 
to: 

“1. Make the public want meat 
at every meal, like bread—as an 
enjoyable and healthful necessity. 

“2. Protect the meat industry 
against the effect of big budget 
advertising now being widely con- 
ducted in the interests of low- 
priced meat substitutes. 

“3. Give the public a better un- 
derstanding of the value of meat 
products and the basic reasons for 
current prices.” 

The campaign would supplement 
present meat advertising done by 
the American Meat Institute and 
such companies as Armour, Cuda- 
hy, Wilson, Swift and others. 


Start Anti-Freeze Drive 


E. I. DuPont de Nemours & Co. 
has launched the largest drive ever 
put behind Zerone and Zerex anti- 
freezes, advising car owners to 
check their cooling systems before 
using any anti-freeze and pointing 
out that the less expensive prod- 
ucts can be safely used in four out 
of five cars. The campaign, placed 
by Batten, Barton, Durstine & Os- 
born, includes 22 pages and 
spreads in 12 magazines and farm 
publications, 24 pages in nine auto- 
motive publications, 6,174 outdoor 
posters in 1,123 cities, 624 TV spots 
on 35 stations, radio commercials 
on “Cavalcade of America” and 
300,000 point of sale dealer kits. 


St. Louis Ad Club Elects 

The Advertising Club of St. 
Louis has elected the following of- 
ficers: Richard C. Lynch, account 
executive and service director for 
Oakleigh R. French & Associates, 
president; Robert G. Stolz, adver- 
tising manager for Brown Shoe 
Co., Ist v.p.; Richard W. Horner, 
staff manager of Southwestern 
Bell Telephone Co., 2nd v.p.; Louis 
Hoffmann, v.p. of Central States 
Paper Co., 3rd v.p.; Charles F. 
Kistenmacher, promotion director 
of the St. Louis Globe-Democrat, 
secretary, and H. J. Echele, presi- 
dent of Warwick Typographers, 
treasurer. 


Greenhaw & Rush Moves 
Greenhaw & Rush, Memphis 


agency, has moved to the Sterick 
Bldg. 
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Auto Makers Plan 
Sales, Distribution 


Atlanta Ad Club Elects 


The Atlanta Advertising Club 
has elected the following officers 


| vertising Agency, Atlanta, secre- 


Five Accounts to Atherton 
Atherton Advertising Agency, 

Los Angeles, has bern named to 

handle publicity anc public rela- 


new car dealer; Bisno & Bisno, in- 


7 


KCMO reaches 33.4°% of all Mid- 
America radio homes tuned to 


Arthur E. Burdge of the sales pro- ; Pag nr A , ; every Kansas City stations—a share of 
motion department of Coca-Cola Uons for Up ternational, . 
Strategy for 1952 Co. Ationta, president; Richard St. Louis; West Coast advertising audience larger than any station 
Detroit, Oct. 17—Automobiie Joel, professor of advertising, for nance Inc cap York heard in the area. Get proof— get 
manufacturers are huddling close, Emory University, v.p.; Donald | ™anutacturer of wonen's slippers, - ’ 
with their sales organizations and| Brundage of Tucker Wayne Ad- ll advertising j Ty ew fo nears ae 


mapping strategy on how best to 
play their hands in 1952 when the 
distribution picture will be one of 
confusion, shortages, restrictions 
and allotments 

The sales picture simply will 
not take a definite trend and hold 


it across the country. But the one! 


| tary-treasurer. Named to the board 
lof directors were: Hixon Kisella, 
D’Arcy Advertising Co.; Lewis F 
Gordon Jr., Grizzard Advertising 
| Agency, Atlanta; Harry Spitzer, 
Rich's Inc.; Mrs. Elizabeth McCar- 
thy, Station WGST, and David 
Goldwasser, Atlanta Envelope Co. 


definite trend is toward fewer and | 


fewer new cars, although that ap- 
pears not to be an immediate prob- 


| Tilds & Cantz Gets Account 


vestment firm, and Thompson 
Glass & Paint Co., glass distributor 
and mirror manufacturer, al! of 
Los Angeles. 


Telenews Personne! Shift 
Telenews Productions Inc., New 
York, television newsreel produc- 
er, has promoted Charles N. Bur- 
ris, director of sales and advertis- 
ing, to general manager. William 


id 


coverage from the Conlan ‘Study 
of Listening Habits” in Mid- 


’ 
(ca America. Parts 1 and 2 of the 3- 


part continuing study are ready 
now. Write on your letterhead to 


‘ sapDeis Tilds & Cantz Advertising, C Driscoll, formerly director of 
lem with prompt delivery possible Hollywood, has been named by news and film sreduction Pe 50,000 WATTS 
on almost any medium and lower} Sterol Derivatives Inc.. Los An- WFIL-TV, the Philadelphia In- 


priced model passenger car. 
The industry for 1951 will in-| 
vest a record budget in advertis-| 


geles, to handle advertising for its 
food derivatives division as well 
as for its chemical division. 


quirer station, has been appointed 
editor-in-chief for the firm—a 
newly created post. 


125 E. 31st St., Kansas City Mo. 
or THE KATZ AGENCY 


ing and promotion. Whether this | 
level of spending, roughly around 
the $400,000,000 mark, can be 
maintained in 1952 is extremely | 
doubtful. 

But, short of an all-out shooting | 
war, the auto manufacturers feel 
the period of new car shortages | 
will be short—no more than 15 
months—and want to maintain as | 
strong an advertising program | 
during that period as possible. 


@ Traditionally, the advertising| 
programs are based on unit sales, | 
running from $20 on Chevrolets 
to $40 for Cadillacs. If this pro- 
gram is maintained the available 
advertising dollars will shrink by 
about one-fourth. 

This problem is causing no little 
worry, particularly among the 
te various dealer councils but the 
best guess at this time is that the 

promotion drives will be main- 
tained as close to the 1951 level as 
possible, even thoygh at greater 
cost. 

Most companies definitely will 
offer new models this fall, al- 
though many will be largely face- 
lifting jobs. Some, however, are 
prepared to unwrap drastically 
changed cars, but have not yet 
made the big decision on whether 
to wait until 1953. This could be 
a costly decision. 


Make 
Your 
Film 
Commercials 
do 


DOUBLE 
DUTY 


Here’s a way to make your TV Film Commercials do a far bigger job 
at far less cost per viewer. Use them as Spot Movie Ads (60 or 80 seconds) on 
the screens of movie theatres. You can add a whopping 40 million movie-goers per 
week to your audience — or you can select special markets, even special neighborhoods in 
practically any city or town with 1,000 or more population. 


a 


@ While new car sales are lagging | 
in most areas across the country, | 
the used car lots are enjoying a 
spurt in demand. At the same 
time the used car dealers are flock- 
ing to Detroit to buy every late 
model used car available. 

Some are so anxious to obtain 
1949 and 1950 models that they 
are offering and paying current 
retail prices. Of course, these deal- 
ers are betting that new car owners 
will hold onto their autos, and 
during the expected shortage pe- 
riod the used car lots will reap a 
golden harvest, price curbs or not 

Used car dealers long have rec- 
ognized price and credit curbs as 
just another regulation for them 
to circumvent, and if there is any 
group cagey enough to find a 
!oop hole in a regulation it is the, 
used car boys. 
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Two Join Vantage Press 

Vantage Press Inc... New York, 
has appointed Arnold Robinson, 
formerly with the United Artists 
Corp. publicity department, as 
publicity manager. Martin Chervin, 
formerly president of the Art Book 
Club and the Bonus Book Club 
and co-director of the Dividend 
Book Club, has been named sales 
manager. 


Hook Joins S. A. Levyne 


Thomas S. Hook, formerly on 
the staff of Monumental Press Inc., 
Baltimore, has been named head 
of the media department of S. A. 
Levyne Co., Baltimore. 


NIAA Appoints Ralph Hanes 


Ralph Hanes, advertising direc- 
tor of Dodge Mfg. Corp., Misha- 
waka, Ind., has been appointed a 
director-at-large of the National 
Industrial Advertisers Assn. 


In giant billboard size on a movie theatre screen, your TV Films have much greater selling punch 
...and they get virtually 100% attention! 


Whether or not you are now using TV, you can use Spot Movie Ads (Film Commercials) to help you 
increase your business. Clip and mail the coupon now. 
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MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N. Y. 


Please send me more information about 
Spot Movie Ads in Theatres. 


NAME 


, MEMBER COMPANIES: 
UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC, 


YOUR COMPANY 


1 
! 
1 
Notional Offices: NEW YORK: 70 EAST 45th ST. © KANSAS CITY: 2449 CHAtLOTTE Sr. | 
CHICAGO: 333 NORTH MICHIGAN AVE, * CLEVELAND: $26 SUPERIOR NE. | 
I 
L 


NEW ORLEANS: 1032 CARONDELET ST. © SAN FRANCISCO: 62) MARKET ST. 
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the 3-8 vear age group should read. 
No ads were accepted for the first 
issue but may be carried later. 


New Comic Magazine Out 
Lev Gleason Publications Inc 
New York, comics magazine pub- 
lisher, has issued a modern fairy 
tale magazine, Uncle Charlie's John W. Shaw Moves 
Fables, based on psychologists’ and John W. Shaw Advertising, Chi- 
educators’ recomendations on cago, has moved to 716 N. Rush 
what kind of literature children in St. 
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FIRST 6 MONTHS OF 1951 


These new advertisers will cash in on the tre- 
mendovus selling-power of FURNITURE AGE... 
{. king-sized page that gives dominance to their 


e 
erage life \| sales messoges . . . ods have average life of 
av f 120 doys .. . sells the Deoler and the Dealer's 
20 days customers . . . 4.7 readers per copy . . . Dealer- 
ot 1 | Readers have 65% of the buying power of the 


3% billion Home Furnishings Field 


a ct od 
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Advertising Still Very Ineffective, 
Macy's Ratner Tells Boston Meeting 


(Continued from Page 1) 
example,” he explained, “swings 
uneasily between two poles: reach- 
ing, on the one hand, toward the 
pretensions of science and the pre- 
cision of statistics, and on the 
other toward emotion, creativity, 
art—toward qualities of the mind 
which have infinite value but for 
which there are no handy tape 
measures. . . 


es “The serious problems of ad- 
vertising,” he continued, “stem to 
a large degree out of this inevi- 
table scarcity of talent, and what 
can be done to make up for it. It 
is here that the ‘science’ of adver- 
tising comes in—the development 


capped by how little really firm 
knowledge we have yet accumu- 
lated about advertising.” 

Concerning media, Mr. Ratner 
asserted that despite the huge in- 
vestment advertisers are called 
upon to make, “we have only the 
vaguest impressions of the relative 
value of different advertising me- 
dia.” Taking newspapers as an ex- 
ample, he believes that “we don't 
have the beginning of comprehen- 
sive, comparative data on the con- 
sumer differences of these mar- 
kets.” 

In asserting that the situation 
prevails for all media, he blamed 
the advertiser as well as the me- 
dium. “We are dealing here with 


Advertising Age, 


of facts and techniques, of meas- 
urements and principles anyone 
should be able to use. And it is 
here we are enormously handi- 


vast quantities of circulation and 
audience impact, yet we have not 
insisted on subjecting them to the 
kind of analysis that has been so 
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Plastic Bottie Wall Poster 


Sure, you kn@w the more shots you 
take at a target. the better your chances 
of hitting it, That's why a complete 
Point of Purchase campaign* created 
and produced by Ketterlinus sells 
your products to more consumers. A 
Ketterlinus campaign gives you a shot 
at the prospect at every step of the 
buying path—from store window to 
cash register. With so many shots, 
how can you miss? 

You can make sure your Point of 
Purchase ammunition hits the mark 
by calling in Ketterlinus. Sales-minded 
copymen, artists and photographers 
will plan a campaign or produce one 
already planned. For lithography that 


moves merchandise fast— 


better see us— 


Ketterlinus 


Leaders in lithography for more than a century 


IMPERIAL 
<« 


*These display “shots” hit the torget in an unusvolly successful POP 
campaign for Hiram Walker in Package Stores Only lithography 
provides moximum odoprobility of artwork af lowest cost 


NEW YORK © PHILADELPRIA *« BOSTON ¢ CHICAGO 


sale 


October 22, 1951 
useful in everything else quanti- 
tative, from the behavior of atoms 
to insurance data.” 


@ In explanation of this handi- 
capping situation, he noted that 
“mass communication and adver- 
tising are directly linked to mak- 
ing profits—and whenever any ad- 
vertiser finds something that really 
works, the last thing he wants is 
his competitor to find out about 
og 

Mr. Ratner declared that the ef- 
fectiveness of advertising depends 
on the quality of the products and 
the equivalence of that quality to 
advertised claims. Only then, he 
said, can we gain advantage from 
“the form and excitement we can 
give the message through advertis- 
ing techniques.” 

He disclosed that “more than 
80% of the merchandise [Macy’s 
sells] every day is not advertised.” 


@ Malcolm P. McNair, Lincoln 
Filene professor of retailing at 
Harvard Graduate School of Busi- 
ness Administration, reported to 
the conference that the present 
time is no period for business to 
curtail marketing efforts seriously, 
for it is “not necessarily one of 
steadily maintained inflation.” 

“We might at almost any time 
within the next three or four years 
suddenly find ourselves confronted 
with a problem of considerable de- 
flation, and you are all aware of 
the great importance of having a 
strong and well-oiled marketing 
mechanism available to stimulate 
demand under such circum- 
stances,” he warned. 

Prof. McNair asserted that “the 
immediate problem of marketing 
in a garrison state is the control 
of expense.” Inflation, contrary to 
expectations of the Office of Price 
Stabilization, is affecting manufac- 
turers’ expenses rather than sales, 
he asserted. He noted that “dur- 
ing the first half of this year, prof- 
its of department stores were cut 
to approximately 50% 


@ He accused OPS of making “un- 
warranted assumptions. Looking, 
I think, primarily at the experience 
of the later years of World War II. 
they have assumed that distribu- 
tion expense ratios would deciine 
with substantial increases in vol- 

me,” he charged, “and their phil- 
osophy of so-called cost absorption 
is largely based on this expecta- 
tion.” 

Among trends in marketing Prof. 
McNair found emanating from the 
consumer are: 

1. The decentralization of shop- 
ping areas owing to the combina- 
tion of increased suburban dwell- 
ing, automobile transportation and 
five-day work weeks (keeping 
shoppers away from downtown 
areas on Saturdays). 

2. The emphasis on speed and 
ease in shopping, leading again to 
suburban shopping centers, super 
and self-service stores and evening 
shopping hours. 

Trends noted from changes in 
business structure were summed 
up as the increasing of productivity 
from personnel. He cited greater 
integration of business-chain or- 
ganizations incorporating whole- 
functions. Also pointed out 
were increased mechanization of 
marketing, not only through me- 
chanical vending, but also by me- 


_chanical record keeping and re- 
| styling stores and fixtures so that 
|they are 


now “essentially ma- 
chines for more effective selling.” 
Prof. McNair described the move- 
ment as one toward “a larger vol- 
ume per decision.” 


s R. M. Fowler, president of both 
the Canadian Pulp & Paper Assn 
and Newsprint Assn. of Canada, 
and key figure in the recent squab- 
ble over rising Canadian news- 
print prices, called for building of 
North American newsprint mills 
specifically for overseas markets 
as a long term solution to inequi- 
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ties of newsprint distribution. 

Of the 3,300,000 tons of news- 
print produced annually in Can- 
ada before World War II, he point- 
ed out, 72% was shipped to the 
U.S. and 22% overseas. This year, 
he continued, with production up 
to 5,560,000 tons, the U. S. is in- 
creasing its take to 87%, with 
less than 7% left for foreign pub- 
lishers. 

“The reason for the change in 
newsprint distribution is that U.S. 
publishers were able to make their 
demands on Canadian mills for 
increased supplies effective. . .The 
monetary and exchange problems 
of overseas countries since the war 
made it impossible for them to 
maintain existing contracts with 
Canadian mills, and the newsprint 
thus released flowed to the mar- 
ket that wanted it and could buy 
. 


@ Mr. Fowler struck back at the 
charge that Canadian and U.S. 
newspapers are too large and for- 
eign newspapers too small. 

“The fact is,” he argued, “that 
newspapers in our two countries 
play a totally different role in the 
distributive process than do news- 
papers in Europe and South Amer- 
ica. It is often forgotten that here 
the newspaper is used to advertise 
a specific article described in de- 
taii and available for sale on a 
specific day or hour, at a specific 
price; but in other countries news- 
paper advertising is used mainly 
to build up public knowledge of a 
commodity or a manufacturer.” 

He noted that when strikes pre- 
vented printing of New York and 
Pittsburgh papers, department 
s‘ore sales there dropped 60%. 
“Foreign publishers never printed 
newspapers the size of ours, and 
probably would not choose to do 
so if newsprint were freely avail- 
able.” he concluded. 


e But in recognizing the imme- 
diate need of foreign markets for 
newsprint, Mr. Fowler urged con- 
servation by publishers as one 
means of increasing foreign allot- 
ments; and, under any conditions, 
hoped for “limited expansion of 
these international allocations.” As 
encouragement to these hopes, he 
noted that today’s newsprint stocks 
in U.S. publishers’ hands are al- 
most 200,000 tons greater than a 
year ago. 

Tuesday's conference sessions al- 
so included discussions on security 
and shortages, by Willard L. Thorp, 
Assistant Secretary of State; dis- 
tribution and the national defense, 
by Brig. Gen. Robért Ginsburgh, 
on the staff of the Secretary of De- 
fense; progress in vetroleum dis- 
tribution, by Dr. Robert E. Wil- 
son, board chairman of Standard 
Oil Co. (Indiana); “The Controlled 
Materials Plan in Distribution,” 
by O. Fred Rost, v.p. of Appleton 
Electric Co., Chicago; “Woolens 
and Worsted Go to Market,” by 
Elsie M. Murphy, president of S. 
Stroock & Co., and on the world 
wool supply in relation to de- 
mand, by Wool Bureau President 
F. Eugene Ackerman. 

The Boston Conference on Dis- 
tribution is sponsored annually 
by the Retail Trade Board of the 
Boston Chamber of Commerce. 


New Mop Bows in Chicago; 


Other Markets Scheduled 

Dayless Mfg. Co. Chicago, 
has started a test campaign for 
Roll-O-Matic mop, a new self- 
wringing sponge mop, in Chicago. 
Leading off with full-page inser- 
tions in the Chicago Sun-Times 
and Tribune with the offering of a 
ten-day home trial, the campaign 
features the mop’s “flick-of-a-fin- 
ger” automatic wringing action. 
Distribution has been made to all 
department stores and co-op ads 
backed by demonstrations at point 
of sale have followed 

It is planned to introduce the 
mop in all major markets, market 
by market, following the Chicago 
campaign. Local newspapers will 
be used. Phil Gordon Agency, Chi- 
cago, handles the account. 


U.S.C. Builds TV Studio, 
Gives B.Sc. in Television 
The University of Southern Cal- 
ifornia is building a complete tele- 
vision studio to be in operation 
shortly after the first of 1952. Si- 
multaneously, a new department of 
telecommunications has been set 
up in the college of letters, headed 
by William H. Sener, associate 
professor, who has been head of 
the radio-television department. 
A bachelor of science degree in 
television will be offered starting 
with the spring semester, Feb. 7, 


the first such degret offered in this butor of restaurant equipment, all Main Fare Box & Supply Co., Wil- 


country. The bachelor of arts de- 
gree in radio and te\evision which 
has been granted the last five years 
is still available to students ma- 
joring in these fiek 


Malcolm Gets Six Accounts 


Malcolm Advertising Agency 
has acquired the following six ac- 
counts: Moto-Truc Co., maker of 
material handling trucks; W. M. 
Acker Organization, boiler equip- 
ment producer; Cutting Tools Inc.; 
Duro Equipment Sales Co., distri- 


of Cleveland; Supersonic Chemical 


loughby, O., 


maker of bus and 


Laboratories Inc., Shreve, O., and street car fare boxes 


On the Buying Power of 
Growers, Packers and Handlers 
of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


Top Impact Us tig \4.453 


Notionol Fresh Fruit ond 
veganteecty 


201 DELAWARE STREET 


KANSAS CITY 6, MISSOURI 


TER on the tenis 
in a week, Johnny” 


As promptly and as effectively as do his 
city colleagues, the country doctor brings 
his patients the benefits of new drugs, 
new techniques. For the same fine medical 
journals, informative brochures and leaf- 
I-ts from scores of manufacturers keep 
him abreast of new ways to speed recov- 


“ 


cry from accident and illness. 

Fine printing performs no more im- 
portant service than helping safeguard 
t!.e health of millions of Americans. Ox- 
ford Papers are proud to share in this 
contribution to better living through their 
service to publishers and manufacturers 


alike. 


See for yourself how Oxford Papers 


for letterpress, lithography and rotogra- 
vure can improve the printed presentation 


of your products and services. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17,N.) 


XFORD PAPERS 


Help Build Sales 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ul. 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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about results: 


in ADVERTISING 


OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VBERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 


place to tell your story. | 


OFFERS 


And here’s what he said 


AGE ‘is the most resultful 


No. 4134. The Spinning and Weav- 
ing Market. 

“The Southern Spinning and 
Weaving Industry” is a new study 
offered by the Clark Publishing Co. 
It shows clearly what the two sides 
of the market buy, and what they 
@o not buy, analyzes the buying 
power of operating and executive 
personnel, and gives a detailed 
study of the entire industry. 


No. 4137. Definite Grocery Mer- 

chandising Plan. 

Arkansas Dailies Inc 
new informative portfolio, “Let's 
Sell Groceries in Fort Smith,” de- 
tailing the precise procedures fol- 
lowed in securing local tie-ins for 
National advertisers (12,000 last 
year). This is a definite, organized, 
$ix-point program—from receipt 
of national schedule to report of 
Joc al “box score.” 


No 


offers a 


4138. Latest Data Men's 
Clothing 


Men's Wear offers the new 1951 


on 


edition of its “Men’s Wear Fact 
Book,” which gives latest informa- 
tion on the industry, including 


Complete analytical data on retail 


sales volume in various types of 
outlets, and a breakdown of vol- 
ume for the different types of 


men's wear merchandise 


No. 4139. Acceptance of the Var- 
ious Cooking Oils 

Without getting into smoke- 
rancification, or other tech- 
Institutions Magazine 


point 


nical details 


presents a new facts-about-fats 
study, “Use of Shortening & Oil 
in Cooking,” which tells by brand 
name just what is used, for what, 
and by whom. Interesting prefer- 
ence-patterns are revealed 
No. 4140. Opportunities in the 
Foundry Field 
Foundry has prepared a new 
bound data file, “Sizing Up the 
Foundry Market,” which covers 
the field thoroughly and goes into 


Note 


Information for Advertisers 


| 
it exhaustively. Charts, tables, 
maps, ete., make for easy reading 
and quick comprehension } 


No. 4141. Reaching the Plant Oper- 
ating Group. 

Factory offers a new data folder 
analyzing its market, circulation, 
readership, ete., reaching the plant 
operating group in the manufac- 
turing industries—food, chemical, 
textile, wood, rubber, leather, 
stone, metalworking, paper, trans- 
portation equipment, electrical 
equipment, etc. Charts and photos 
round out the picture, showing 
who the men are to reach and what 
they do. 


No. 4142. Rural Electrification in 
lowa. 

Wallaces’ Farmer & lowa Home- 
stead presents a new map, “Elec- 
tricity on Iowa Farms,” giving 
county-by-county figures on elec- 
trification. Basic fact: 90.5% of all 
farms in Iowa have it. 


No. 4143. The Rich Rural Market.| 

“Facts You Should Know” is a} 
quickly-read and informative new | 
booklet presented by Capper’s | 
Weekly, outlining the achieve- | 
ments of the publication over the 
last 75 years, discussing its editori- 
a! formula, describing its reader- 
ship, and presenting quick eco- 
nomic facts about the area served. 
Rates and other information round | 
out the picture 


No. 4135. Christmas Incentive Plan | 

for Salesmen. | 

Belnap & Thompson Inc., Chi- 
cago, offers a portfolio outlining | 
its new Christmas merchandise | 
award program for salesmen. Con- 
sisting of ten self-mailers and a 
prize book, the program is com-| 
pletely organized and ready for} 
use by any company, regardless of 
size. Winners may select their 
prizes from among over 1,600 na- 
tional brand name items. 


Inquiries for the items listed above will not be serviced beyond Dec. 3. 


USE COUPON TO OBTAIN INFORMATION 


| Readers Service Dept., ADVERTISING AGE 


| 200 E. Ilinois St., Chicago 11, 


please print or type) 


NAME 
COMPANY 
ADDRESS 
CITY & ZONE 


Piease send me the following (insert number of each item wanted 


TITLE 


STATE 


| ete 


Rates 
lines (maximum—two) 30 letters and 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 


Preceding publication date 
column inch. Regular card discounts, 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 
spaces per line; upper & lower case 40 


Display classified takes card rate of $12.00 per 


size and frequency, apply on display. 


HELP WANTED 
HERE'S THE JOB FOR A LAZY MAN! 
A Whiperacking Softsoaper, that is... 
who knows how to get others to produce 
Southern corporation (not in Va.) pub- 
lishing group of strong, established, state- 
wide, organization-sponsored publications 
plus one southwide business magazine, 
seeks manager who knows salesmen and 
how goodwill-public relations advertising 
is sold via phone. Write fully, naming 
minimum salary expected to “BOS” co 
P. O. Drawer 2-Y, Richmond, Va 


POSITIONS WANTED 
A. E. SEEKS “T. 0.” 


Agency A. E. with 9 years exp. as a.e 
and asst. adv. mgr. seeks “THE OPPOR- 
TUNITY". Knowledge all phases of ad- 


vertising including contact, research, me- 


dia, creation and production of adv. Con- 
sumer and trade experience - magazines, 
newspapers, subway posters, radio and 


TV to catalogs, jobbers sheets, cooperative 
advertising, sales promotion, N.Y.C. only 
Box 4076, ADVERTISING AGE, 

11 E. 47th St.. New York 17, N. Y¥ 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 


All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
SPACE SALESMAN 


Farm Publication 


| National specialized farm paper offers 
splendid money-making opportunity to 
right man, age 30-45, midwest territory 


Send full particulars, including brief bio- 
graphical sketch and recent photo or 
snapshot to 

Box 4074, ADVERTISING 

200 E. Illinois St., Chicago 11, Il. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—REPLACEMENTS 
209 S. State St Ha 7-2063 Chicago 
COPYWRITER 
Consumer and trade accounts. Some ex- 
perience necessary Agency located in 
E. Penna. State qualifications, salary, 
Replies confidential. Write 
Box 4075, ADVERTISING AGE, 
11 E. 47th St., New York 17, N. ¥ 

PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La yo ut- 
Radio-TV-Production and Salesmen 

THE HONES COMPANY 

14 E. Jackson Bivd Chicago 4, Ill. 
ENGINEER-REPORTER (Chicagoan) in- 
terested in career in technical publicity 
with leading firm (New York Headquar- 
ters! now opening Chicago office Experi- 
ence on editorial staff of trade, technical 
or business magazine considered ideal 
Should also know production and or con- 
struction experience. Salary open, age 25- 
32. Selectee will train in New York at 
least six months. Interviews in Chicago 
November 12, 13. Reply with resume to 
Harry W. Smith, Inc. 507 Fifth Ave., New 
York 17. 


AGE 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


ATTENTION 
ADVERTISING SALESMEN 
NOW WORKING IN 


SEATTLE, LOS ANGELES, 
SAN FRANCISCO, DENVER, 
DALLAS, NEW ORLEANS, 
BIRMINGHAM, ATLANTA, 
KANSAS CITY, INDIANAP- 
OLIS, CHICAGO, MiL- 
WAUKEE, MINNEAPOLIS, 
DETROIT, CLEVELAND, 
PITTSBURGH, NEW YORK, 
BOSTON 


Also in other important 
cities not listed above. 


We are looking for an 
account executive in each 
of these localities, to sell 
and service advertising ac- 
counts for the world’s larg- 
est AAA-1 manufacturer of 
advertising media. 

If you believe you have a 
creative mind, a good basic 
knowledge of advertising, 
and a determination to earn 
in excess of $12,000 per 
year, you may be the man 
we are looking for. Inter- 
views will be arranged in 
each of these towns in the 
very near future. If inter- 
ested, please write in detail 
about yourself to Box 7986, 
Advertising Age, 200 E. IIli- 
nois St., Chicago 11, Ill. All 
replies will be treated confi- 
dentially. 


SKILLED WOMAN CREATIVE WRITER 
At home in all facets of woman-appeal 
advertising. Strong agency copy and lay- 
out background. Thoroughly experienced 
at seeing the job through. Personable and 
easy to work with. Over 3 years in pres- 
ent position. 29, college and art school ed- 
ucation. $7500 to start. Available for in- 
terviews 

Box 4077, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. Y 
SPACE SALESMAN N. Y. & East. 20 years 
experience trade and consumer publica- 
tions, $10,000.00 man, now employed, of 
fers his resultful services to an enterpris- 
ing publisher on an initial $5,200.00 a year 
basis until his productive ability is spe- 
cifically established 

BOX 4036, ADVERTISING AGE. 

ll E. 47th St.. New York 17, N. Y¥ 
1-A AGENCY PRODUCTION MANAGER 


9 years practical experience. Thorough 
knowledge graphic arts. Desire association 
with sound agency or manufacturer 
Please write for resur 


1 
Box 4078, ADVERTISING AGE 
11 E. 47th St.. New York 17, N. Y 
ADVERTISING-SALES: Agency, retail 
commercial, industiral experience. Artist, 
philosopher, business man. Age 49. Chica- 


go only. $7500. 
Box 4970, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 


P.R. MAN: N.Y 

Coast P. R 

47 yrs. old 
Box 4079, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ATTORNEY -26-Newspaper pub. and some 
adv. exp.; knowledge fair trade law, seeks 
position with advertising house counsel 

Box 4080, ADVERTISING AGE, 

11 E. 47th St., New York 17, N. ¥ 
CREATIVE INDUSTRIAL EXECUTIVE 
Rich experience in catalog and magazine 
planning and production. 3 years in big 
agency. Strong on type and common sense 

Box 4040, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


PUBLISHER'S REPRESENTATIVE 
AVAILABI 
MR. PUBLISHER. Selling space is our 
business. 11 years experience as publish- 
ers representatives. Numerous close per- 
sonal contacts agencies middie west. In- 
terested consumer or trade publications 
Box 4073, ADVERTISING AGE 
200 E Ii! 


newspapers, Chicago, W 
firms; excellent references; 


Illinois St., Chicago 11 
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Iowa Dairymen May 
Fight Iowa State’s 
TV Margarine Spots 


Des Mornes, Oct. 16—Use of 
margarine advertising over WOI- 
TV. operated by Iowa State Col- 
lege, at Ames, is causing a stir 
in the Iowa dairy industry 

The station is now carrying five 
20-second spot announcements a 
week for Jelke’s Good Luck mar- 
garine 

The school said no formal pro- 
test has been made, but John 
Quist, executive secretary of the 
Iowa Creameries Assn., reported 
informal objections have been pre- 


sented to school authorities. He 
said the matter will be taken up 
by his association at its annual 


convention Oct. 26 and 27 

Prof. Clarence R. Elder, director 
of information for the school, said 
the station can reject spot adver- 
tising under an agreement it has 
with advertising agencies. WOI is 
the country’s only college-owned 
TV station 


Names Peters General S. M.; 
New Chesterfield Book Out 

E. S. Peters, formerly a director 
in charge of sales in the Midwest, 
has been named general sales 
manager of the Liggett & Myers 
Tobacco Co., New York. E. C. Har- 
bur, previously supervisor of sales 
in the Midwest, has been appointed 
sales manager there 

A four-color, 22-page sales pro- 
motion book, “The Chesterfield 
Story,” has been published by the 
Liggett & Myers Tobacco Co., New 
York. The “Story” tells how L&M 
“has mustered the greatest array 
of resources and advertising power 
in cigaret history to help dealers 
sell more billions of Chesterfields.” 


WOW-TV Set Coverage Up 

Total television set sales in 
WOW-TV, Omaha, coverage area 
has reached a total of 93,640 as of 
Oct. 12, according to the Nebraska- 
Iowa Electrical Council. The area 
is expected to reach the 100,000 
mark by Nov. 15. 


Positions held 


forms of advertising 
selling, retail and distributor contact 
super markets 
Married, two children 
5 figure salary open 
Manufacturer or ad agency principal 
ADVERTISING AGE, 11 E. 47th St 
(New York City) 


University of 


AVAILABLE — ADVERTISING, SALES AND MERCHANDISING EXECUTIVE 
WITH 20 YEARS SUCCESSFUL RECORD 

Director of sales and advertising nationally known candy 
company with $10,000,000 annual volume 
country's biggest selling brands in liquor industry 
manager for extensively advertised beverage; wide experience selling news- 
paper space and as national advertising manager metropolitan daily 

Alert, young and well-seasoned a‘ 40 years old; thoroughly experienced in all 
sales promotion and merchandising 


New York 17 


advertising manager for one of 
national sales promotion 


strong on direct 
some experience grocery chains and 
Missouri graduate, Lt. Col. in WW II, 
may write in confidence to Box 7988, 
N. Y. or phone Cl. 6-8720 


"i 
an important jump | 


fora 


Label Salesman | 
We know there all kind~ of 
salesmen, but the we want te 
find is the lad who has ambitions 
to be bessman in his territory, He 
will run our branch office, he ll hire 
the staff and he'll make money . . 
if he fits our bill. Think you can 
handle the deal? Give us the low 
down on yourself and we will start 
the wheels in motion. We are one 
of the leading specialists in’ the 
printed label field, equipped with | 
modern factory and much “know 
how.” 

Box 7989, Advertising Age. 11 F 

Wth St. New York 17, N.Y 


are 
one 


ADVERTISING MANAGER | 
WITH 


year 


INTERNATIONAL EXPERIENCE 
European top-agencies (Acc. Bx 


ACCOUNT EXECUTIVE 


Seeks opportunity with expanding or- 
ganization to utilize wide experience in 
advertising, sales promotion, radio and TV 
Capable writer. prolific idea man, prac- 


tical planner Currently earning $10,500 
annually e 38 
Reply to Box 7987. Advertising Age, 200 


E. Mlinols St., Chicago 11, Il 


Advertising Agency 
Media Executive 


Fast-growing young Chicago agency 
specializing in accounts that aver- 
age $800,000 in billing needs director 
of print media 
Many agencies want media direc- 
tor who is efficient clerk. Here's 
what we want 
seasoned capable analyst of 
media values, an efficient adminis- 
trator of media department, a buyer 
with real creative imagination. We 
will expect him to originate media 
plans and sell them vigorously with- 
in agency and to clients. The right 
man will become member of inner 
circle of men who run the agency 
lease write giving full detail 
your experience, past salary record 
and present requirement. No one 
will be considered who has not had 
a lot of experience on accounts of 
$500,000 to $1,500,000. No plodding 
detail man or subservient clerk need 
apply, yet we need air-tieht admin- 
istrator as well creative buyer 
and strong protagonist. Our own 
people know of this advertisement 
Box 7999. Advertising Age, 200 E 
Tilinois St.. Chicago 11, TM 


as 


WHATCHA GOT? 
Got some service or equipment to sell? 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE. 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in all 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 
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Advertising in the Test Stage 


Successful Test 
Leads to 12-City 
Drive for Gumout 


CLEVELAND, Oct. 17—Pennsyl- 
vania Refining Co. is using radio 
in a dozen major markets to push 
its carburetor-cleaning Gumout, 
following a successful pilot cam- 
paign here. 

Gumout sales in Cleveland have 
increased 400% since the start of 
the test four months ago, the com- 
pany reports 

Two daily spot announcements 
over Station WERE have paced the 
effort. The complete merchandis- 
ing plan includes window stream- 
ers, handout folders, carburetor 
tags and special mailing pieces 
used by distributors and radio sta- 
tions 


s Other markets where Pennsyl- 
vania Refining has begun using 
radio include Minneapolis-St. 
Paul, Stations WCCO, WLOL and 
WTCN; Chicago, WIND and 
WAIT; Detroit, CKLW and WJBK; 
Toledo, WTOD; Canton, WHBC 
and WCMW;; Buffalo, WKBW and 


WBNY; Syracuse, WFBL; Utica, 
WGAT, and Jackson, Mich., 
WIBM. 


Pennsylvania Refining and its 
agency, Aitkin-Kynett Co., Phila- 
delphia, are planning to add news- 
papers to the promotion. 

Gumout is used for cleaning and 
servicing the carburetor of auto- 
mobiles, trucks, buses and other 
gasoline-powered equipment. It is 
sold by service stations, car deal- 
ers and garages. It is injected into 
the gas tank or directly into the! 
carburetor by a gadget appropri- 
ately enough called a Gumouter. 


NEW HIGH PROTEIN 
MACARONI TESTED 

Omana, Oct. 17—Test advertis-| 
ing for Skinner Mfg. Co.'s new | 
product, New High Protein maca- 
roni, is now under way in Water- 
loo, Ia.; Waco, Tex., and Greens- 
boro, N. C. 

The Waterloo Courier, Waco 
News-Tribune and Greensboro 
Record are carrying two 1,500- 
line, four 840-line and five 70-line | 
ads. Radio is being used in the. 
Waterloo market and car cards in 
Waco and Greensboro 

Advertisements announcing the 
product are headlined “Skinner's 
New Food Discovery Means You 
Can Eat Better for Less Money,” 
and copy states: “The secret is a 
patented new food discovery. . 
Formula V-932. Skinner’s New 
High Protein macaroni, with 
Formula V-932 and_ vitamins, 
contains over 40% more protein 
than ordinary macaroni. Even 
more important, this protein is a 
more complete protein with high 
nutritional quality that compares 
favorably with the protein found 
in meat, eggs and milk.” 

Bozell & Jacobs Inc. here is 
handling the advertising 


TESTS NITRO-MULCH 

PORTLAND, ORE., Oct. 17—During 
one of Portland’s driest summers, 
Parker's Fortified Farm Products 
Co. introduced Nitro-Mulch, a 
plant food guaranteed to turn 
brown lawns green and save water, 
in a Pacific Northwest test. The 
test met with immediate success 
and an advertising campaign now 
is being prepared by the company 
and its agency, Schultz & Associ- 
ates, Portland. 

The theme of the campaign is 
“Tested on 20,000 plantings with- 
out a failure.” 


TESTS ‘SHAVE-LESS’ 

Boston, Oct. 16—Shave-less, a 
tale-cream designed by Shave-less 
Products, Boston, to. eliminate 
beard shadow on men, is using the 


theme “the ten-second ‘shave 
without shaving,” in a New Eng- 
land test. The product retails at 
$1 per tube, plus 20% federal tax 


TESTS COOKIE MIX 
New Brunswick, N. J., Oct. 16 

A newspaper test for Flakies 
cookie mix has been started in 
Baltimore. Flako Products Corp 
here, through H. B. LeQuatte Inc., 
New York, is using from 572 to 832 
lines a week in Baltimore papers, 
with copy appealing to both chil- 
dren and adults. 


The cookie mix is a new addi-!| 
tion to Flako’s line of prepared | 


mixes 


APPOINTS NOBLE-DURY 

CHATTANOOGA, Oct. 16—Chatta- 
nooga Medicine Co. has appointed 
Noble-Dury & Associates, Nash- 
ville, as the agency for Soltice 
Quick-Rub liniment. A test cam- 
paign using 26 radio stations in 
the Southeast is planned. 


Che El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS HOWARD NEWSPAPER 
EVENING 


Represented nationally by Scripps-Howard General A 


BEST BUY 


IN THE NATION 
/ 


if you're putting your ‘A’ schedules in 
Ei Paso—through the medio of the Ei 
Paso Times and E! Paso Herald-Post— 
then you've got a buy thot can't be beat. 
These media, two separate and distinct 
newspapers at one low cost, give you 
57.1% family coverage of the entire 
Fabulous Southwest, the nation's largest 
trade territory. These 12 New Mexican 
and 14 Texas counties are reached by no 
other media. At ao low 27¢ a line it's 
your best buy in the nation! 


ing Depa and the Texas Daily Press League. 


. 


cia mene 


He'll smack your lips 
over a dish of 


RIVE 


BRAND 


| RICE 


Ra 1enoet® wire! 
“Ow cosr, 


~ 


\ 


Products of 


RIVER BRAND RICE MILLS, INC. 


New York, N.Y. « Houston, Texos * Memphis, Tenn. 
Ei Compo, Texas + Eunice, Le. ¢ Jonesboro, Ark 


CAROLINA- 


the wonderful 
extra long 
a grain rice i 
ly you've been 
MEK ny hearing about! 


J 


Oronel proudly welcomes another new advertiser! 


Advertisers want a magazine with editorial impact, large circulation, a quality audience and the lowest pos- 
sible cost. River Brand Rice discovered that CORONET has al! the answers—and beginning with the 
November issue, River Brand Rice starts selling CORONET's more than 2,642,000 better families. 
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Bad Taste in TV Hurts All Media, 


Brockway Remind 


HOLLYwoop, Oct. 16—Many 
viewers have a decided lack of 
faith in the good taste of television 
programs, declared Lou Brockway, 


executive v.p., Young & Rubicam, 
and chairman of the American 
Assn. of Advertising Agencies, 
speaking before the Hollywood 


yesterday. Ad- 
forms of ad- 
to bad 
the 


Advertising Club 
mitting that other 
vertising are not immune 
taste, he cited television as 
leading offender 

He emphasized that good taste in 


CENTRAL PRESS, INC. 


Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


FORT SMITH 


ARKANSAS 
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d 4 East- 


counties of 
boasts ned! 


homo counties, 


popers, published 
ond Sundoy, . 
ond penetrate the entire OFed- 


35048 ASC 


American 
Gouthwest oS nacon® 


BART 


s Hollywood Club 


TV programming is a prime nec- 
essity because it brings not only 
words but pictures and action in- 
to the home. The quality of tele- 
vision offerings cannot be isolated, 
he pointed out 

“If the material is stale, cheap 
and in bad taste, it will harm not 
only television but the whole ad- 
vertising business. You may be an 
engraver or an outdoor plant op- 
erator or a photographer, put you 
will be affected adversely by bad 
taste in any advertising medium,” 
he asserted 
e Mr. Brockway observed that oil 
attitude of the public toward TV} 
should be of especial interest in} 
Hollywood. “You live in the center | 
of the entertainment world. Your} 
attitude and point of view can have | 
a great influence on the type of 
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under the Stars 
on the 


- Limited Stock of Plastic Toilet Seats $3.99 Bock 
Cocoanut Grove 


Te The Continental Orchestra 
Direction—Emeric Lezar 


Every Friday 8:30 P. M. 


Minimum $1.5 


BAR SERVICE 
FROM 


Se 


Terrace” 


Per Person 
Plus Fed. Tex -¥/| 


COCKTAIL LOUNGE 
Open Daily 4 P. M, 


4th Ave. at Lo) 
2ad St. Ne. 


Reservations 


untin ¢ ton pHont 7.7627 


A Resort Hata! of Mert 


? 


BULL OF THE YEAR- An AA reader believes the above two-column ad from the In- 

dependent, St. Petersburg, Fla., deserves recognition, even though it appeared in 

July. Note how an extraneous line about plastic toilet seats has been inserted so 
that it seems to fit perfectly. 


materia] that 
screens.” 

He said that actors, writers and 
musicians, often referred to for 
lack of a more accurate term as 
“talent,” do not all understand the 
importance of the client. Often 
the “talent” thinks the sole finc- 
tion of the client is to pick 1p the 


appears on TV 


} tab. On the other hand, said Mr. 


SAME GOES FOR 
CASH REGISTERS, TOO! 


SO — don't “tap the edges” of 
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BUY OUR COMICS 
IN A PACKAGE! 


Many notional advertisers 
hove already discovered the 
pulling power and low cost 
of COMICS in our three 
popers. Ask our Represento- 
tives or check SRDS. 


Brockway, unless there is some 
understanding of the client's prob- 
lems and point of view, radio and 
television cannot prosper 

The job of the advertising agent 
thus becomes that of bringing 
about understanding between the 
client who sometimes wants too 


}much commercial, or commercials 


that do not fit the program, and 
the talent that sometimes resents 
any attempt to sell the product. 


e Admitting the situation is not 
as serious as it once was, Mr 
Brockway cited Jack Benny and 
Meredith Wilson as great perform- 
ers who have shown keen appre- 


ciation of the necessity to sell 
the product 
After discussing the need for 


proper understanding between tal- 
ent and the advertiser, Mr. Brock- 
way then pointed out that the 
most important party of all is the 
public, which votes at the only 
place that counts—the cash reg- 
ister. This is the public which has 
shown it does not approve of bad 
taste. 

Recognizing “a very consider- 
able amount of evidence to show 
there is a general lowering of 
moral standards, with no one en- 
tirely free from its influence,” he 


urged advertising people to as- 
sume their responsibility as in- 
dividuals. 


“All of us in advertising must 
take the codes of ethics and prin- 
ciples of advertising off the walls 
of our offices, take them out of 
their frames and put them to work. 
We must set an example of per- 
sonal action that will inspire mil- 
lions of our fellow Americans. If 
we do this we will also take a big 
step forward in furthering the 
principles and ideals which have 
made America great. In employ- 
ing them anew we can strengthen 
the moral fibre of our country at 
a time when such strengthening is 
one of the crying needs of the day.” 


‘Great Books’ Out in March 
Encyclopaedia Britannica Inc., 
Chicago, and the University of 
Chicago have announced that a 
limited “founder's edition” of the‘ 
54-volume set, “Great Books of 
the Western World,” along with 
the two-volume key to Great 
Books, called “The Syntopicon,” 
will be issued in March. A regular 


trade edition will be released in 
late summer or early fall of 1952. 
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Department Stores’ 
‘Carnival’ Closes 
After Two Issues 


New York, Oct. 18—Carnival, 
a slick quarterly which made its 
debut earlier this year, has folded 
after two issues. The magazine, 
which went gratis to department 
siore charge account customers, 
listed assets of about $10,000 and 
liabilities of about $60,000. 

A spokesman said the stock- 
holders declined to continue their 
support, feeling that more adver- 
tising should have been obtained. 
Among the stockholders were John 
Hay Whitney, his sister, Joan W. 
Payson, Mrs. Vincent Astor and 
Nathan Herzfeld. John McClain, 
editor and New York Journal- 
American columnist, and George 
Walbridge, publisher, also held 
stock. 

The magazine's revenue was to 
have come from national adver- 
tisers paying $2,400 a b&w page 
and $3,000 for four colors. Circu- 
lation, originally anticipated at 
500,000, was later scaled down to a 
predicted 300,000 store customers. 

Department stores which agreed 
to distribute Carnival included 
Strawbridge & Clothier, Philadel- 
phia; R. H. Stearns, Boston; Halle 
Bros., Cleveland, and Joseph 
Horne, Pittsburgh 


LONG BEACH 


will assure sound results thet 
elsewhere. 


THE AIRCRAFT INDUSTRY 
IS JUST ONE REASON WHY 


Southern California is the world’s airplane capitol, an 
industry in which Long Beach is an unchallenged leader. 
Douglas, North American and Hughes all have large 
plants in the immediate area. 


Airplane manufacturing is just one industry in the 
rapidly growing Long Beach market . . . 
over 500,000 (A.B.C.) people! 


Your advertising in the PRESS-TELEGRAM goes 
to over 2 out of 3 Long Beach families. No other medium 
can claim or give such complete coverage. 


LONG BEACH, AN IDEAL TEST MARKET — Reletively easy 
contro! of important economic fectors in this segregated oree 


MORE THAN 2 OUT OF 3 READ THE 


Press-Telegram 


IN LONG BEACH, CALIFORNIA 


North American's F-86 Sabres 


a market of 


can be used with confidence 


National Representatives: Cresmer & Woodward, Inc. 


ae PASS. . ea ae = Se ge = if - Bee Paes ee ae es <9 ed me,” - fs -( oe Se 
Ooh cae .. OMe : eee ae ae ae 2 ae ee Le Sen es a oes | 
af ae eee a ee 
= 
a 
’ a fs lo oF 
i a_i xe : 
pl i \tn\” 
: ‘ +; 
P| . wi [.€) V) a , 
x Sete! 
1 - y 
s —— w { 
= —= 
a 
5 PC 
PC 
% : aa xy | 
| \\ A BELL RINGS BEST Te 
+ : ‘a — 
as : » | ee 
ei: | rf 4 
‘ TQLY FROM THE INSIDE Sis aR genineanah saath Caanonienaie a 
oe +  . a Sam 
¢ a | MES, CALIFORNIA 
a a ’ f 
= po 
ty . 
y MILLION people Newspaper circu" 
7 tion from the outside is ao e us : 4: “4 \- 
nt ning $ 
| | | po es 3 | : 
it 
4 : wae oe 4 wi eS % Fe “4 4 
— a | eS Sarre | 
BOOK S > < oe ~ a yee 
’ rues Rec Stlerteteate 6 RRO caioae = os fai f > = KA } 
Southwest PRR KF <a . 2 i — = ; 
7 i Noeutetonttaetenteteterentates = - —_ ~ sie t 
Pr COSOOD BGO BOOK < s h . — 
‘, os men a ROO sonteretey -— <= Pe é \ — 
= Es MO. Sis SN ee | 
a 4 ROO RRL —— ‘fe > ‘ Ty s ay ne - ne m. 
ee k 
_ dl a 
i ——— ae 
Don W. Reynolds, President 
; < 5 resented Notiondliy by — ~~. yo Ee 
5. ARKANSAS DAILIES — : ‘ 
x SOUTHWEST DAILIES 5 Se 


Advertising Age, October 22, 1951 


Thomas H. Beck, 
Ex-Chairman of 
Crowell, Dies 


STAMFORD, Conn., Oct. 17— 
Thomas H. Beck, 70, who retired 
last March as chairman of the 
board of the Crowell-Collier Pub- 
lishing Co., died at a hospital here 
yesterday after a 
brief illness. His ‘ 
home was at Wil- 
ton, Conn. 

Associated with 
the magazine 
publishing indus- 
try since 1911, 
Mr. Beck's first 
job in the field 
was as sales man- 
ager of P. F. Col- 
lier & Son, which 
put out Collier's 
Weekly. in 1914 he became v.p. of 
Crowell Publishing Co., which 
published the Woman's Home 
Companion and American Maga- 
zine. 

In 1919 he was instrumental in 
having the Crowell Co. buy Collier 
& Son and he subsequently became 
president of Collier's. In 1934 he 
became head of the Crowell or- 
ganization, when the two corpora- 
tions were merged. 


Thomas Beck 


® Under Mr. Beck's guidance, Col- 
lier’s was the first magazine to use 
four-color illustrations and the 
first to use the “short-short” story 
complete on one page, as well as 
the first to publish regular weekly 
articles on aviation, | 

Mr. Beck was greatly interested | 
in aviation and served as a direc-'| 
tor of the National Aeronautics' 
Assn. and as chairman of the Na-| 
tional Aviation Forum. He was} 
awarded the Frank M. Hawkes! 
Memorial Award for outstanding | 
contributions to aviation in 1941.! 

It was Mr. Beck, together with 
Gill Robb Wilson, an authority on | 
flying, who drew up plans for the 
Civil Air Patrol of World War II, 
at the request of President Roose- 
velt. 


@ Mr. Beck started his career as 
a mechanic's assistant at the Loco- 
mobile Co., Washington, but he 
switched to selling and later 
opened the first Locomobile agen- 
cy in Detroit. He quit the industry 
—thinking the gas-driven cars 
would prove only a fad—and be- 
came a house-to-house salesman 
for the Pacific Coast Borax Co. 

Later he was a soap salesman; 
for Armour & Co. During this 
period he got the idea that soap 
could be sold to power laundries’ 
on the basis of chemical analysis. 
Armour adopted the idea and put 
Mr. Beck in charge of laundry 
sales. The soap industry then went! 
on to develop a large power laun-' 
dry business. 

Mr. Beck rose to became a sales 
manager for Procter & Gamble, a 
post he left to join P. F. Collier & 
Son. 


DOM DEGNON 
PHILADELPHIA, Oct. 16—Dom 
Degnon, 63, retired promotion 


manager of the Curtis Publishing 
Co., died at Daytona Beach, Fia., 
on Oct. 10. Mr. Degnon retired two 
years ago after being associated 
with Curtis for 30 years. 


JOHN R. DOUBMAN 
PHILADELPHIA, Oct. 16—John 
Russell Doubman, 57, professor of 
marketing at the Wharton School 
of Finance of the University of 
Pennsylvania, died Oct. 13. 


DAVID McMILLAN 
Toronto, Oct. 18—David McMil-! 


16, following a cerebral hemor- 
rhage. 

Mr. McMillan was born in Ayr- 
shire, Scotland, and came to Cana- 
da as a young man. He was for a 
time advertising manager of Rob- 
ert Simpson Co.’s mail order de- 
partment here. Later he entered 
the agency field, serving in various 
executive capacities. Mr. McMillan 
was at one time associated with 
the Toronto Globe in its national 
advertising department. 


J. T. DUTRIZAC 

Ormuia, Ont., Oct. 18—J. T. 
Dutrizac, 60, formerly publisher of 
the Orillia Packet & Times, died in 
the Soldier’s Memorial Hospital 


| here on Oct. 16. 


Mr. Dutrizac was the organizer 
of the Class “A” weeklies of Cana- 
da and in that capacity he visited 
newspapers in every province of 
Canada. Later he entered the ad- 


| vertising field and became an ac- 


count executive wi'h 


Fisher Co., Toronto 
agency. In 1944 he 
interest in the Or 
Times and became 
years later. 


the James 
ind Montreal 
purchased an 
lia Packet & 
president five 


GERALD HUBBART 

HINGHAM, Mass., Oct. 16—Ger- 
ald W. Hubbart, 53, New England 
district manager of the Curtis Cir- 
culation Co., died here last Wed- 
nesday 


Two Join NBC Hollywood 

Ken Kantor, NBC war corres- 
pondent in Japan and Korea, and 
Maurie Savage, formerly with the 
San Diego Union, have joined the 
staff of NBC in Hollywood as press 
representatives 


tising. 


“‘CAN YOU MAKE THIS BROCHURE 


AS GOOD AS OUR 


Your brochures, broadsides and other adver- 
tising pieces look their best . . 


best . . 


. and sell their 
. on handsome Hammermil! Offset. In 


either Wove finish or a choice of distinctive 
embossed finishes, Hammermill Offset brings 
out full, rich, natural tones— gives you color 
work you'll be proud to send out. 

Hammermill Offset’s firm, bright-white sur- 
face brings unusual depth to half-tones, snaps 
up line work and type material, too. What's 
more, there’s no objectionable show-through 


—— 


~ HAMMERMILL 
. OFFSET 


lan, 67, president of Grant Adver- ,, 


tising of Canada, died here Oct. 


LAST ONE?’’ 


when you print on both sides. 


successful formula 
WEAR-RIGHT 


formula for transportation adver- 


has a successful 


Smart, appropriate, dramatic copy 
before 8 out of LO women who use 
public transportation vehicles in 
Cleveland. 


Mitchell. 


MeCandless & Klaus 


527 National City Bank Bldg. 
Cleveland 14, Ohio 


“Sure! We'll run it on 
Hammermill Offset again, 
Mr. Adams. Nothing like 
it for color work!” 


See for yourself how good-looking offset paper 
can be. Examine the handsome finishes, the snap, 
sparkle and character of Hammermill Offset. 
Send the coupon below for a free sample book. 


Hammermill Paper Company, 


specimens. 
Name 


Position 
Meas 


1459 East Lake Road, Erie 6, Pa 


Please send me 
sample book of Hammermil! Offset 
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Research Pays Off as Lee Hat Sales Boom 


DaNBuRY, CONN., Oct. 16—More 
than 50 executives and engineers 
received further proof that re- 
search pays off in dollars and cents 
as the first leg of the fifth annual 
New England Council research 
tour got under way last week 

The Frank H. Lee Co. furnished 
the proof. The Lee company, one 
of the nation’s largest hat manu- 


LIGHT 


| SIMPLE 
ECONOMICAL 
DEPENDABLE 


LET WOODWIN HOOKUPS 
YOUR 


WOODWIN 


facturers in point of annual output, 
is running at virtual capacity to- 
day despite the fact it is part of an 
industry that’s supposed to be on 
the decline 

Lee has answered the hat in- 
dustry’s decline in sales with in- 
tensified research to improve qual- 
ity, increase production and hold 
down costs. With the help of engi- 


DISPLAYS! 


SPECIALISTS IN 

FLASHERS AND 

CORD SETS IN 
QUANTITY 


ir's “knock-out 


neers and scientists, the company 
cut down manual operations in an 
industry characterized by many 
such operations to fashion its 
product. This was accomplished 
with automatic machinery in 
which research played a major 
role in development and design. 


se A good illustration is one ma- 
chine that required 65 operators 
at one time. The number was re- 
duced to seven with better results. 
Now engineers are thinking of per- 
fecting the machine still more so 
that one man will be able to han- 
dle it. 

How to overcome the American 
male’s apathy to wearing a hat is, 
however, still the major concern of 
the hat industry in general. 

The closed automobile has hurt 
the sale of headwear for men, and| 
so has the pretty hatcheck girl, | 
according to Lee officials. Statis- 
ticians have figured that the pres- 
ent custom in hotels and night 
clubs forces the average hat owner | 


GRATIS—This decimal equivalent decal tronsfer, designed for application to slide 

rules, T-squores, desk tops, drawing boards and other mechanical drawing equip- 

ment, is offered free to engineers, designers and draftsmen by Meyercord Co., Chi- 
cago, decalcomania maker. 


nal investment and the “carrying 
charges” or checking tabs. 


@ To counteract sales resistance on 
the part of the male population, 
Lee has instituted severa] innova- 


tions in styling as well as manu-| 
the | 


facturing -in order to make 
male conscious of the importance 
of a hat. 

Aggressive advertising and pro- 
motion are being combined with 
such “firsts” as the pre-shaped hat, 
velvety finishes that give 


repellent. 


e During a visit to the graphic art 
laboratories of Time Inc., publish- 
er of Life and Time, in Stamford, 
Conn., the team learned that the 
publishing house has a $1,000,000 
annual budget for research to per- 
| fect better engraving and printing 
| methods as well as to effect econo- 
| mies in the production of maga- 
| zines. 


| R. E. Fisher, Time's coordinator 


the | of research, explained to the visi- 


moderate price hats an expensive| tors that a new internal locking 


appearance and feel, and a new 


| device for cylindrical press plates, 


to pay for his hat twice—the origi-| process that makes the hat water| developed in the lab, cuts down 


1951 


March 31, 


SCRIPPS-HOWARD 


IT'S EASY WITH 
THE 


RIGHT 
COMBINATION! 


NEWSPAPERS 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


wide margins between pages that 
}used to be wasted and alone has 
saved 220,000 tons of paper, worth 
| $1,000,000, annually 

Another improvement, a preci- 
sion register for accurate printing 
of color pages, has saved Life 
$200,000 each year in printing its 
cover pages. Mr. Fisher predicted 
that a new device for distributing 
printing ink to the magazine press- 
es, now will turn out 
lt be one of the major develop- 
ments in producing magazines at a 
faster rate. He called it the great- 
}est advancement in 50 years of 
printing 


In process, 


Ideal Appoints Smullen 

Ideal Women’s Group has ap- 
pointed Charles A. Smullen to the 
national advertising sales staff. 
Mr. Smullen’s most recent affilia- 
tion was with the National Assn. 
of Retail Druggists as advertising 
manager for the last four years. At 
Ideal he will augment the new 
point of sale drug and cosmetic 
merchandising program. 


‘Air Force’ to von Zehle 

Air Force, the magazine of mili- 
tary aviation, has appointed Wil- 
liam von Zehle & Co., New York, 
to handle a circulation campaign. 


Chicago TV Sets Estimated 


There are 969,423 television re- 
ceivers installed in the Chicago 
area (50-mile radius), according 
}to the Electric Assn., Chicago. 


How To Get A 
SALARY 
INCREASE 


One of the best ways to 
keep climbing the ladder 
of success is to keep com- 
ing up with good market- 
ing ideas that pay off for 
your company. And an 
easy way to start those 
ideas flowing is to read 
Advertising Age—the 
| newspaper that brings 
} you all of the nation’s 
important advertising and 
| selling news every Mon- 
} day morning. It will prob- 
ably take you about fif- 
teen minutes each week 
to digest those items that 
| are most important to 
you. But the effects are 
life-long because the 
news of today helps you 


become more successful 
tomorrow. Send your 
one-year trial order 


along with $3 to: Adver- 
tising Age, Dept. 022, 200 
E. Illinois Street, Chicago 
11, Illinois. 
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; an optional daily combination rate sev" fF 
) ing. W's Easy with The RIGHT COMBI- a 
: NATION! ——— 
; # ABC publisher? spi || po 
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Direct Mailers 
Concentrate on 
Cost Reduction 


(Continued from Page 1) 
crease efficiency. 

On the convention floor and in 
hallways, members exchanged 
ideas on cost reduction. The peo- 
ple who know whether their ad- 
vertising efforts are a success or 
failure within weeks seemed de- 
iermined to find improved for- 
mulas for success 

Increased efficiency was the 
watchword. And, aside from a 
brief flurry of excitement at the 
annual business meeting over the 
question of whether The Reporter 
of Direct Mail Advertising should 
carry the official ensign of the 
DMAA (members by a tie vote! 
agreed to continue designating The 
Reporter as its official organ), 
speakers and members alike dis- | 
played an unusual thirst for new | 
ideas, new approaches, new for-| 
mulas 


| 
| 
| 
| 


e J. C. Wenckus, advertising and| 
sales promotion manager of Aldens | 
Inc., Chicago, crystallized the) 
necessity for cutting costs and in-| 
creasing the effectiveness of direct | 
mail advertising with the follow- 
ing comment: 

“All of us today are faced with 
a problem of absorbing increased | 
postage costs in future mailings. 
We can do it by developing mailers 
with increased effectiveness. If we| 
can do it now, you may ask, why 
haven't we done it before? I'd say | 
because necessity didn't demand it. | 

“Very frankly,” he said, “I don't 
know that it can be done, at least! 
not in direct ratio to the increased 
postage cost. We can do it by cut- 
ting out fringe or marginal lists. 
These represent a sizable chunk of 
expense in some cases, in others 
not enough to put it in your eye. 
We can do it by reducing basic 
costs, and here I am sure there is 
plenty of room for consideration. | 


e “Complete examination of all 
the costs which go into a direct 
mail campaign will always un- 
cover some factors which can be 
eliminated, some reduced in cost, 
others made more efficient.” 

Mr. Wenckus’ speech described 
and explained in detail the think- 
ing, planning and testing that goes 
into Aldens’ promotion and the 
manner in which the company ap- 
proaches the problems of reducing 
costs and increasing efficiency. 

“Most of the big money spent for 
advertising today,” he said, “is ex- 
travagant to a point of waste, and 
a lot of it hikes cost of distribution 
beyond reason. The least waste- 
ful of all, because its results can 
be measured with near scientific 
precision, is direct mail. Small 
wonder, then, we use direct mail to} 
do the big job for us. Out of an 


advertising budget running into 
millions of dollars each season, 
more than 95% of it is devoted 


to the use of precise methods of 
promotion, possible to a high de-| 
gree only by direct mail.” 

Other speakers repeatedly 


stressed the importance of in- 
creased efficiency because of in- 
creased costs—particularly the 


postal rate increase 


@ John E. Tillotson, president of 
Modern Handcraft, North Kansas 
City, said that costs “are up and 
I'm sure that they are going to 
stay that way. There are two 
courses open to us. One is to re- 
duce costs and the other is to in- 
crease our returns. 

“The possibilities in both direc- 
tions,” he asserted, “are limitless. 
For example, ten years ago when 
we were running eight pages, it 
cost us ‘x’ dollars per year to fill 
a subscription to The Workbasket. 


| yellow was 94.4%. 


Today, up to 48 pages, it still costs 
us ‘x’ dollars to fill that subscrip- 
tion. Over 48 pages our costs go 
up, but there we expect advertis- 
ing revenue tc pick up the differ- 
ence.” 

In order to hold promotional 
mailing costs down, Mr. Tillotson 
said that he had tried dropping 
circulars—“it is more economical, 
and results will be as great by 
using both sides of the paper.” In 
addition, he suggested using light- 
er weight stock, gang runs, and in- 
serting and sealing machines 
(“they save us an out-of-pocket 
cost in the neighborhood of $1 or 
better per thousand on our mail- 
ings”). 


@ He admitted, however, that tests 
do not always produce a meaning- | 
ful result. Four mailings designed | 
to determine the influence of color 
on a response to the mailing, for| 
example, turned out quite differ- 
ently. 

In April, pink envelopes came 
out on top. Taking the returns on| 
pink as 100%, white was 95.9%, 
blue, 95.4%, and yellow, 89.7% 
The next month, using a similar) 
sample, blue led the pack. With 
blue as 100%, pink and yellow 
were tied at 95.3% and white was 
90.2%. 

In July, a similar test wound) 
up with white in the preferred} 
spot. With white as 100%, blue! 
was 99.7%, pink was 99.06% and 
yellow was 97.5%. 


e In August, a repeat of the test 
proved blue the top color. With 
blue as 100%, white was 97.4%, 
yellow was 94.4% and pink wound 
up with 94%. By combining the 
test mailings, blue emerged the 
winner. With blue as 100%, pink 
was 96.7%, white was 96.4% and 


From his tests, Mr. Tillotson! 
concluded that, “if by persistent 
testing and retesting we get ap- 
proximately the same answer a 
number of times, we come to the 
conclusion that perhaps, or possi- 
bly, or maybe that is the best! 
deal. 

“You are still going to have to 
make some guesses on your direct; 
mail,” he declared. “You are not} 
going to be right 100% of the time. | 
However, if you can be right more | 
times than you are wrong, espe- 
cially if you can be right on the 
big mailings and wrong on the 
little ones, you may be able to| 
stay in business.” 


| 
e Viola R. Noble, publicity direc- | 
tor of Clarke’s of Tulsa, made a} 
strong appeal for taking the sell 
out of copy and putting buy in. 
“We advertising people,” she as- 
serted, “are slower on take-off 
than the conservative American 
Medical Assn. Physicians no long- 
er diagnose and prescribe for an 
ailment or disease; they diagnose 
and prescribe for a patient. 
“But we go smugly along ana- 
lyzing and dissecting copy. Is it 
polished? Is it precise? Does it 
sparkle? All highly desirable, of 
course. But do you suppose that 
incomparable reporter of human 
emotions, Damon Runyon, was 
more interested in studying words 
and phrases, or in studying guys, 
and dolls! 


8 “I submit,” Miss Noble said, “that 
we're completely in reverse in our 
approach to more effective adver- 
tising. Let’s stop measuring our 
little masterpieces of composition; 
stop talking about putting sell into 
them. Let's study people, study the 
reader—and try putting some buy 
into our efforts. 

“1. Who is the buyer? ... After 
we've decided to whom we're talk- 
ing, it usually pays to consider 
that one about ‘keep the copy sim- 
ple.’ Imagine using one-syllable 
words to interest an engineer in 
heating equipment or direct mail 
people in a new engraving tech- 
nique. 

“2. There's that old 


one about 


|self. I 


NEW JOB FOR FRANKIE—Sinatra plays host to his new video sponsor following 
his first telecast of the season over CBS-TV in the Berle-bucking spot on Tuesday 
night. His friends: David Sutton, sales v.p., CBS-TV; Benjomin A. Ragir, president 


of Ekco Products Co., sponsor of the first 


15 minutes of the hour show, and Earle 


Ludgin of the Chicago agency of the some name. 


‘how long should copy be?’ Let's 
change it to: ‘How much time does 
the reader have for me and my 
message? How much time should 
he give me for this presentation?’ 


es “3. What is the reader interested 
in? Other than the basic desires, 
that is...It’s imperative to know 
our reader's interests if we're to 
write copy that gives the reader 
back to himself; that expresses his 
opinions and desires and ambi- 
tions. .. 

“4. Why should the reader buy 
what we have to offer? Why will 
he buy it? Because it does some- 
thing for him—and it’s the job 
of good copy to show him how he 
benefits...Let’s put romance and 
imagination and enthusiasm into 
ee 

“However,” she said, “in retail- 
ing we've found that customers 
usually don’t make up their minds 
to buy until they have the answer 
to certain intelligent questions. 
Will it wash? Does it fade?... By 
spending a little time on the sales 
floor, it’s easy to anticipate and 
answer these questions in our di- 
rect mail copy... 


e “5. Why should the reader buy 
it now? That’s the clincher, but 
so many times we forget to point 
it out. How many beautifully illus- 
trated letterpress booklets and 
catalogs have you seen which had 
no inside copy that gives reasons 
for immediate action?” 

Miss Noble asked: “Who worries 
about [the thousand rules on the 
correct use of English] when he’s 
talking to the boss about a salary 


| increase—or trying to sway a jury 


or impress a brand new ‘date’? 
Success then depends on studying 
people, watching expressions, fol- 
lowing up on reactions. | 

“So does successful copy. Let's 
put our rules and tests and meas-| 
urements of copy as such in the 
background and spend more time 
and thought studying the reader.” 


@ Jack McDonnell, president of! 
the Epicures’ Club, offered a dra- 
matic account of the club's early 
days. Typical was his comment: 
“We couldn't afford a bookkeeper 
so I began keeping the books my- 
recommend this highly. 
During the 16 months I had this 
chore I learned much. Without the 
close scrutiny of each item of ex- 
pense that it entailed, we might 
not have lasted the year.” 

Among the conclusions he} 
reached as a result of his experi- 
ence are: 

“1. The most important part of 
the success of any business is the 
basic idea. There has to be a rea- 
son for being. The best promotion, 
the best lists, the best manage- 
ment can’t make a silk purse out 
of a sow’s ear. There has to be a 
profitable market for what you 
have to sell and the method you 
use to sell it has to be economical- 
ly sound. 

“2. Next 


in importance 


is re-| 


search. . .If we couldn't project our 
total Christmas sales fairly ac- 
curately in early November, we'd 
be out of business in December. 
“3. Promotion is next on the list 
Good promotion, however, is noth- 
ing more than an intelligent utili- 
zation of research. Some creative 
persons aren't going to agree with 
that, however, and I know that in 


some cases it works the other 
way.” 
@ The association on Thursday 


elected a Canadian as its president 
He is E. H. Woodley, advertising 
manager, Northern Electric Co., 
Montreal. Others elected were 
Boyce Morgan, Boyce Morgan & 
Associates, Washington, and Lester 
Suhler, subscription manager, 
Cowles Publications, Des Moines, 
v.p.s; Richard Messner, E. E. 
Brogle & Co., New York, secretary, 
and Ellis G. Bishop, assistant to 
the publisher of Seventeen, treas- 
urer. 

Elected governors for three-year 
terms were Miss Noble; Walter J. 
Berkowitz, secretary-treasurer, 
Tension Envelope Corp., Kansas 
City, Mo., and Charles S. Downes, 
v.p., advertising and public rela- 
tions, Abbott Laboratories, North 
Chicago, Il 


Newhouse Buys 


‘Jersey Journal’ 


N. J., Oct. 17 
Newhouse, owner of a 
chain of newspapers, today be- 
came sole owner of the Jersey 
Journal, bidding $1,500,000 et a 
private sale 

He thus acquired the previous 
holdings—50% of the Evening 
Journal Assn.—of J. Albert Dear, 
with whom he has contended for 


Jersey ClITy, 
Samuel I. 


79 
Schwimmer & Scott 
Out $290,000 as 
Thyavals Defaults 
(Continued from Page 1) 
tions KTLA and KLAC-TV, Los 


| Angeles ($31,000 and $28,000, re- 


spectively); WJJD, Chicago ($26,- 
000); WGN-TV, Chicago ($18,000), 


and National Broadcasting Co. 
($11,000) 

All advertising for AVA has 
been stopped, as of Oct. 10, when 


Schwimmer & Scott was notified 
that the company could not meet 


| its obligations. 


Although it’s generally conceded 
that American Vitamin Associates 
was simply “in too much of a hur- 
ry” in its nationwide expansion 
plans, the company’s last promo- 


| tion resulted in the present situa- 


the past two years. Mr. Newhouse | 


had sought a dissolution of the 
corporation and sale of the assets, 
charging that Mr. Dear and he had 
reached an impasse and were un- 
able to agree on policy 


Judge T. A. Stanton authorized | 
the dissolution and sale two weeks | 


ago 
After outbidding Mr 

the paper, Mr 

nounced he would 


Dea 
Newhouse 
induce 


for 
an- 


Walter 


M. Dear to come out of retirement | 


and take over the editor’s chair 
of the Journal, He paid Walier 
Dear $450,000 in 1945 for the lat- 
ter’s half-interest in the newspa- 
per. The newspaper has been the 
property of the Dear family since 
1867 

Mr. Newhouse will take control 
of the Journal at 11 a.m., Oct. 22 
He owns newspapers in Newark, 
N. J., on Staten and Long Islands, 
N. Y., in Syracuse, N. Y., Harris- 
burg, Pa., and Portland, Ore 


ABC Boosts Dana Clark 

Dana Clark, guest relations su- 
pervisor for KECA and KECA-TV, 
Los Angeles, has been named gen- 
eral service supervisor for Amer- 
ican Broadcasting Co. radio 


and TV operations in Hollywood 


tion: 


® Just prior to the notification of 
its inability to pay, AVA offered 
listeners to KTLA and KLAC-TV 
coupons good for a $3.49 bottle of 
Thyavals free with no strings at- 
tached. The listener was to take 
the coupon to his druggist, who 
would either give the bearer a 
$3.49 size bottle of Thyavals or ap- 
ply $3.95 on the purchase of a larg- 
er size bottle of same 

The response, according to the 
Stations’ managers, was enormous 
—700,000 from KTLA and 320,000 
from KLAC-TV. And AVA, alk 
ready not in too good shape, was 
left without funds to adequately 
operate its business. 

The theory of the coupon worked 
as follows: The druggist purchased 
a quantity of $3.49 size Thyavals 
at $1.75 each, with the promige 
from AVA that it would redeem 
the coupons at $2.25 each. At the 
same time the druggist purchased 
his quantity of the $3.49 size, he 
was also sold 50% of that quantity 
of the $5.49 size of Thyavals. 


® Based on sample tests before the 
offer was made, it was determined 
that 50% of the customers woul@ 


|} apply the coupon on the purchase 


of the larger size, and would pay 
the difference between the $3.49 
and $5.95. Mathematically, if half 
of the coupons were redeemed to 
apply on the larger size, AVA 
would break even, because the 
additional amount paid would pay 
for the cost of the merchandise @f 
the larger bottle and the share of 
the smaller bottles which were re= 
deemed without additional sales. 

R. J. Scott, president of Schwim- 
mer & Scott, told AA today that 
American Vitamin Associates is 
presently seeking refinancing. In 
addition, he said, two eastern com- 
panies and one West Coast phar- 
maceutical company are engaged 
in efforts to take over AVA. Gross 
sales of AVA this year are reported 
to be between $3,000,000 and $4,- 
000,000 

Walter Schwimmer, nominally 
executive v.p. of the agency, but 
in reality disassociated from it 
since April 30, 1948, told AA that 
the AVA situation necessitated 
clarification of his own status. Mr 
Schwimmer is president of Walter 
Schwimmer Productions and Radio 
Features Inc 


15 Have Signed Up 
for Faye’s Column 


New York, Oct. 17—More than 
15 advertisers have already signed 
up for space in the “personalized” 
women's ad column to be penned 
by Faye (Miss Television) Emer- 
son 

Jim White, executive director of 
the Faye Emerson Column Inc., 
said the advertisers had been 
signed since he opened offices on 
E. 50th St. here on Sept. 4 (AA, 
Sept. 3). Minimum contracts call 
for 13 insertions in 36 newspapers, 
including the Metropolitan Sunday 
Magazine Group, at a total cost 
of $29,484. 
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Truman Asks More Funds 
to Fight Against Mergers 
WasuincTon, Oct. 18—President 
Truman has asked Congress to 
take another look at the budget for 
enforcement of anti-merger legis- 
lation. He thinks Federal Trade 
Commission should have at least 
an additional $300,000 
In a special message this week, 
he pointed out that corporate mer- 


By STANLEY E. COHEN, Washi 


Editor 


gers hit a 20-year peak during the 
second quarter of 1951. “Of course 
all mergers are not necessarily 
harmful to competition,” he said. 
“But some of the current mergers 
undoubtedly are.” 

He considered the current sit- 
uation as particularly painful “be- 
cause Congress only last year en- 
acted legislation giving FTC full 
authority to regulate mergers by 


screening out dangerous ones.” As 
a senator, Mr. Truman spent sev- 
eral years fighting for this bill. 

However, Congress withheld 
most of the appropriations for en- 
forcement of the merger law. 

“So long as the Federal Trade 
Commission is denied adequate 
funds to begin an effective enforce- 
ment job, we can only assume that 
mergers will continue at an in- 
creasing rate,” the President wrote. 
“If this is allowed to go on, we 
may find ourselves in worse cir- 
cumstances than before the mer- 
ger law was passed.” 

Note: Congress had its reasons 
for trimming anti-merger funds. 
For one thing, it felt FTC should 
look around for topnotch personnel 
instead of rushing hastily into a 
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recruiting program. Appropriations 
committee members said $500,000 
sought by FTC was excessive, 
since the fiscal year would be well 
along before the merger division 
reached full strength. 

. . e 

Rep. Boyd Tackett (D., Ark.) 
blasted the Federal Reserve Board 
for reporting outstanding consumer 
credit at $19 billion. Noting that 
the board's figure includes charge 
accounts, gas, electric and tele- 
phone bills and commercial loans, 
he said actual consumer debt is 
closer to $7 billion. 

He accused board economists of 
trying to create an impression that 
consumer credit is getting out of 
hand, The motive: he contends 
they simply want to hold on to 


MORE NATIONAL 


ADVERTISING. 


National food advertisers 


consistently place more lineage in The Star (1,747,889 
lines in 1950) than in any other Washington, D. C. paper. 
It's logical to pick the paper with the support of ,.. 


No Matter How You 
No. 1 in the Nation's Capital 


The Washington Star 


Evening and Sunday Morning Editions 


THE EVENING STAR BROADCASTING COMPANY 


OWNS AND 


MORE LOCAL RETAIL ADVERTISING. Menu-planning Washing- 


ton women find more 
lines in 1950) in The 


food store advertising (1,536,047 
Star than in 


any other local 


paper—more where-to-buy-it advertising. 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 


Lexington Ave., NYC 17; 
Tower, Chicago 11. Member: 
ANPA Metropolitan Group, Audit 


OPERATES STATIONS WMAL. 


Bureau 
Bureau of Circulation. 


WMAL-FM 


The John E. Lutz Co., Tribune 


of Advertising, 


AND WMAL-TV 


their power over instalment credit. 
* e + 


Defense Production Chief Man- 
ly Fleischmann believes backlogs 
of unsold durables will carry the 
nation through the first half of 
1952 without serious shortages at 
the consumer level 

Output of household appliances 
will be held to about half the 1950 
rates and the production of auto- 


mobiles will be below 1,000,000 
units quarterly. 
There will be no “death sen- 


tences” in the sense that certain 
products will be on a prohibited 


list. While some companies may 
not be able to survive on slim 
rations of materials, Mr. Fleisch- 


mann says, NPA will give every- 
one an opportunity to operate at 
low production rates. “In this way 
there will be a greater opportunity 
for them to be ready to use ma- 
terials when they come into great- 
er supply.” 


- es . 
Auto dealers are having their 
troubles with CPR-83, new car 


pricing formula issued this week 
by the Office of Price Stabilization. 
The formula provides a dollars- 
and-cents price for each model 
and for all extras. 

Dealers are miffed because OPS 
has clamped down on trade prac- 
tices which previously protected 
dealers from government interfer- 
ence. For example, CPR-83 
squeezes out profit which dealers 
habitually made on transportation 
charges. 

Another big item is financing. 
OPS requires that dealers give 
customers full freedom to choose 
their own. That’s a trade practice 
which the Federal Trade Com- 
mission promoted for months, 
never succeeded in getting dealers 
to accept. 

OPS also forbids unwanted ex- 
tras and sales on a trade-in only 
basis. 


Congress finished action on 
legislation “taking the Post Of- 
fice out of the freight business.” 
As approved by conferees, the par- 
cel post bill (S. 1335) reduces 
maximum size of parcels from 100” 
to 72”; maximum weight from 70 
to 40 pounds in the first two zones, 
20 pounds in third to eighth zone. 

The bill is supported by the 
Railway Express Agency and its 
employes, who say low, subsidized 
parcel post rates are wiping out 
their business. It’s opposed by 
shippers and by Postmaster Gen- 
eral Jesse Donaldson, who con- 
tends that parcel post is virtually 
self-sufficient 

It may be vetoed 


Federal Civil Defense Adminis- 
tration reports a rash of mislead- 
ing promotions for “special” cloth- 
ing which purportedly protects the 
individual against atomic explo- 
sions. Civil Defense says these spe- 
cial garments merely duplicate 
ordinary clothing so far as protec- 
tion is concerned. “Danger is,” 
Civil Defense says, “that purchas- 
ers may feela false sense of securi- 
ty.” 


Defense Production Administra- 
tion has trimmed sulfur quotas to 
90% of the 1950 rates. Used in a 
wide variety of chemical processes, 
including production of paper, the 
sulfur shortage is a surprise de- 
velopment of the defense program; 
it did not occur during World War 
II. NPA says new rules, cutting 
usage about 10%, will not serious- 
ly disrupt major users. 


Hurt to ‘Farm and Ranch’ 


Floyd W. Hurt, formerly national 
advertising manager of the Atlanta 
Journal, has joined Farm and 
Ranch-Southern Agriculturist, 
as southeastern advertising mana- 
ger. 
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3 New Execs Head | 
Carbide & Carbon’s 
Dynel Operation | 


New York, Oct. 16—Carbide &| 
Carbon Chemicals Co., a division 
of Union Carbide & Carbon Corp., | 
has appointed Robert K. Kennedy | 
advertising manager of its new! 
textile fibers department | 

In addition, Arthur L. Snyder 
has been named assistant sales 
manager in charge of the sales! 
program on apparel uses for Dynel, 
the company’s new synthetic tex- 
tile fiber, and Robert W. Gaines 
has been named to head sales for | 
industrial and household uses of | 
the fiber. All are newly created 
positions. 

Dynel, which was introduced | 
last year (AA, Dec. 4, '50), is be-| 
ing used in the production of 
blankets, men’s hosiery, drapery 
fabrics and industrial clothing. 

The company’s advertising and 
sales promotion for the time being, 
Mr. Kennedy told AA, will con- 
tinue to be directed at manufac- 
turers who can use the new fiber 
and at retailers who sell products 
containing Dynel. Anderson & 
Cairns continues as the company’s 
agency, Mr. Kennedy said. 


es During 1951 the company has 
used Daily News Record and Wom- 
en’s Wear Daily. About 100 de- 
partment stores have featured 
men’s socks made with Dynel fiber 
in local advertising, Mr. Kennedy 
said, and about 50 stores have ad- 
vertised blankets made with Dynel. 
A score or so of stores, he said, 
have also advertised dolls with 
Dynel hair. 

The company’s advertising pro- 
gram, he emphasized, will follow 
a policy of slow expansion, and 
will continue to be informative in 
character. Because of the war 
situation the production schedule 
of the textile fibers department 
has had to be geared to the com- 
pany's over-ail defense produc- 
tion policy. 

Mr. Kennedy has been with Un- 
ion Carbide since 1935. From 1945 
to 1950, he was manager of the 
chemicals division, general publi- 
city department. In August, 1950, 
he was transferred to the textile 
fibers department. 

Mr. Snyder was formerly tech- 
nical manager of the flat goods 
division of Burlington Mills Corp. 
Mr. Gaines has been active in the 
sales development of Dynel. 


Packard Boosts C. Briggs. 
Appoints Thomas R. Boyd 

Clare E. Briggs, assistan, ~oneral 
sales manager, has been proraoted 
to general sales manager of Pack- 
ard Motor Co., 
Detroit, to head 
all merchandis- 
ing sales and 
services opera- 
tions. He will 
succeed Karl M. 
Greiner, who 
will be assigned 
to a new post, 
not vet disclosed. 

Thomas R. 
Boyd, formerly 
with Detroit Edi- 
son Co., has been 
named editor of Packard News 
and a member of the public rela- 
tions department. 


Clare E. Briggs 


Two Join ‘Saturday Review’ 

Lyn White, formerly advertising 
director of United Nations World. 
has joined the executive staff of 
the Saturday Review of Literature. 
Mrs. Helene Slaght, formerly of 
the World’s ad staff, has switched 
to the Review’s ad staff. 


Franz Joins Julius Mathews 
Russell E. Franz, formerly ad- 
vertising manager of the News, 
Upper Darby, Pa., weekly, has 
been appointed to the staff of the 
Philadelphia office of Julius Math- 
ews Special Agency, newspaper 
advertising representative. 


NEW YORK WELCOME—Ruth Lyons, star of “Ruth Lyons’ 50 Club,” WLWT, Cin- 

cinnati, who recently joined NBC-TV’s network lineup, chats with friends during 

o@ New York press party held in her honor. Left to right: H. V. Anderson, NBC-TV 

salesman; John T. Murphy, director of television, Crosley Broadcasting Corp.; Miss 
Lyons, and Sheldon B. Hickox Jr., NBC-TV director of station relations. 


Dayton Sets Christmas Push 


Dayton Rubber Co. has sched- 
uled a special $250,000 Christmas 
campaign for Koolfoam pillows 
Promotion aimed at Koolfoam’s 
3,000 retail outlets urges them to 
sell the idea of rest, feature a 
“sleep window” and tie in with 
the company’s fall promotion in 
Life and other publications. Geyer, 
Newell & Ganger, Dayton, is the 
agency. 
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Hotpoint Boosts Carroll 
Hotpoint Inc., Chicago, manu- 
facturer of refrigerators, washing 
machines and commercial cooking 
equipment, has promoted John F 
Carroll, company coordinator deal- 
ing with the National Production 
Authority, to manager of product 
planning, which will  invoive 
adapting engineering, pricing and 
introduction of products to meet 
competitive marketing needs 
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pra Advertisers get RESULTS... 
MESES, Home Heating—Commercial— Industrial. 
aa () be WEP FUELOIL & Of, HEAT-232 Medison Ave. 
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“ Have you considered using Kimberly - Clark coated papers?” 


Fully-coated Kimberly-Clark Printing Papers will add crisp 


freshness and sparkling new eye-appeal to your reports, adver- 


tising pieces, brochures and house organ — often at remarkable 


savings in cost. Today — ask your buyer or printer to see new 


Hifect® Enamel. Trufect*, Lithofect” Offset 


Enamel and 


Multifect*— and compare them with the paper he is now using. 


. 
7. @ REG. U.S. PAT. OFF. 


KIMBERLY - CLARK CORPORATION, NEENAH, WISCONSIN 
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Cohen Reveals Long-Hidden Report 
by Internal Revenue on Ad Costs 


(Continued from Page i) that advertisers and _ publishers 
give the impression that a witch's abuse their privileges. 
brew is sti “But in the important areas— 
‘There will always be contro- under the tax laws, and in military 
versial news,” he pointed out, “be- contracts, the rights of advertisers 
cause there are people who feel and the need for advertising are 


insure profits 
... pretest 
PEORIA 


@ Over $% billion effec- 
tive buying income and. 
splendid isolation from other 
metropolitan markets at- | 
tracts sales testers to 
PEORI Area 
@ SALES MANAGEMENT'S 
latest Test Market Survey re- 
peats its previous findings: 
“Peoria is best test market 
in Midwest...” 
@ Metropolitan Peoria with 
its quarter million people is 
@ big hunk of buying power 
, retail sales up from 
$131 million in 1945 to 
$242 million in 1950! 
@ ‘Very effective merchan- 
dising cooperation” say ad- 
vertisers and agencies who 
use PEORIA JOURNAL STAR. 


% With price controls, mounting costs, 
it takes pretesting of sales and promo- 
tion ideas to insure a selling profit . . . 
@s these leaders have long known. 


% They use the Burgoyne store panels 
to tell in advance the degree of success 
they can expect from the new product, 
package, price or promotion. 


% likewise, you can get an accurate 
Picture of your own and competitors’ re- 
fail sales in one or more of these repre- 
Sentative pretest cities. 


Daily circulation now ex- 
% What do you want tested now? Ask — ceeds 100,000 . . . read in 
96.3% of the homes in 


us for a test city proposal. Metropolitan Peoria. 


Wu "g oy ne rocery ér * g SY, when 


FIRST NATIONAL BANK BUILDING ¢ CINCINNATI 2 


207 N MICHIGAN AVE., CHICAGO 1 FRANKLIN 2-5854 


lollins ¥ 
Miller and 


Marchings 


INCORPORATED 


AMERICA’S FINEST PHOTO-ENGRAVING PLANT 


| methods, 


weil understocd.” 


® Touching on debates over the 
so-called Capehart amendment, 
requiring the Office of Price Sta- 
bilization to recognize all post- 
Korea increases in advertising 
costs, Mr. Cohen said “Capehart” 
may not prove “to be a bed of 
roses.” 

Referring to a recent analysis 
by the U. S. Chamber of Com- 
merce, he pointed out that OPS 
is taking the position that over- 
head costs—including advertising 
per unit—decrease as volume in- 
creases. 

“So, for many industrial firms, 
‘Capehart’ may actually mean less 
advertising per unit. For consumer 
goods industries, where production 
rates are declining, it may provide 
more advertising per unit.” 


@ In his discussion of Internal 
Revenue’s attitude toward adver- 
tising, Mr. Cohen quoted from a 
hitherto undisclosed survey made 
by the bureau's division of busi- 
ness and industry research for in- 
ternal use. | 

After considering techniques 
which might be used to cut down 
on the amount of institutional ad- 
vertising which might be consid- 
ered an allowable cost for tax, 
purposes, the division's experts | 
concluded there is no easy way to 
determine what is a legitimate de- 
duction for institutional advertis- 
ing. 

“Aside from cases involving ef- 
forts to influence legislation, the 
bureau has largely steered clear 
of the ticklish problem of deter- 
mining whether or not advertising 
and advertising outlays are ordi- 


nary and necessary business ex- 
penses,” the report says. 
“The disallowance of specific 


advertising and advertising cam- 
paigns would force the bureau to 
skirt the edges of censorship.” 


8 The 
1948, 
tribution. At the 
ate’s defense investigating com-j| 
mittee was criticizing “political” 
advertising, particularly advertis- 
ing placed by International Latex 


study was made in May, 
and was not for public dis- 
time, the Sen- 


Corp. 
In its discussion of the problems 
{involved in limiting institutional | 


advertising, the bureau explained: | 

“If the problem of regulating] 
institutional advertising should] 
call for closer examination of ad- 
vertising expenditure, one means 


|of checking reasonableness would 
| be 
| advertising budgets for tone 


the determination of normal} 
in a given industry, and disallow-| 
ing expenditures in excess of the | 
norm.” | 

Then, listing typical advertising 
and sales ratios for several con- 
sumer goods industries, the report 


| found wide variations as a result} 


of the diversity of marketing} 
and the use of distribu- | 


tion subsidiaries 


@ In the drug and toilet prepara- 
tions industry, it found ratios of 
advertising cost to sales were high 
One company’s advertising ran 
31.6% of sales, another 39.2%, a 
third 42.5% and a fourth 42.9% 

In the soap industry, the ratio 
for major companies varied from 
11.2% to 20%. In its analysis, the 
bureau also considered ratios in 
the baking industry, tobacco in- 
dustry and liquor industry 

In addition to variations intro- 
duced by corporative setups, the 
bureau pointed out that deductions 
for advertising may be unusually 
high where the seller offers a high 
quality line, requiring relatively 
larger advertising budgets than 
low-cost goods designed for vol- 
ume markets 


8 Continuing, the report said “in- 
troduction of new brands and new 
types of merchandise generally 
calls for higher advertising ex- 
penditures than would be average 


| 


for a given industry group. 

“Likewise, newly opened busi- 
nesses would be expected to have 
larger advertising budgets than 
established concerns. Also certain 
newcomers in the consumer goods 
field, breaking into markets where 
brand names are important, must 
engage in very heavy advertising 
to bring public acceptance of their 
products.” 

Other differences in marketing 
procedures and channels noted in 
the report include manufacturers 
of unbranded and private brand 
merchandise who “presumably 
have considerably lower advertis- 
ing costs than a manufacturer of 
widely advertised brands.” 


@ “The requirement by a manufac- 
turer that distributors spend a cer- 
tain proportion of the sales dollar 
of a particular product in adver- 


tising that product is not un- 
known,” the report notes. “The use 
of cooperative advertising by 


manutacturers and distributors al- 
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complicates 
comparison.” 

In analyzing the tax status of in- 
stitutional advertising, the bureau 
described institutional advertising 
as “that advertising which does 
not tend to increase the income of 
the taxpayer within a short period 
of time, or that is not directed 
toward the achievement of an im- 
mediate business goal.” 

“It does not follow,” Internal 
Revenue said, “that institutional 
advertising fails to produce income 
benefits to the taxpayer, but some 
advertising seems designed more 
to foster personal views than to 
promote directly normal business 
activities of the taxpayer.” 


So 


the problem of 


® Fostering of personal views 
stands out, Mr. Cohen asserted, as 
the chief danger-flag taxwise, as 
far as institutional advertising is 
concerned. 

Noting that under the lobbying 
statutes advertising designed to 
influence legislation is not a de- 


AMERICAS 
TEXTILE 


Reporte 


Nearly 7300 textile units—over a million employes—spend- 


ing billions annually. 
dend payers, 


Firms that are the nation’s top divi- 
accounting for tremendous expenditures for 
building, modernizing and equipping. 
profitable market where p 


Textiles is e broad, 


top key men, the majority of them "comin Reporter readers. 


is aimed specifically at textile’s top 


oduction, 


ing, purchasing and super- 
and 


maintenance expenditures as well as large capital invest- 
ments—your best and most important prospects 


Continued loyalty—exemplified by testimonials and figures. 


ABC five-year averages 
newals 74.75° )—1 
subscriptions 65.13%. 


Year 
All with an annual subscription price 


Reporter editorial policy 
La 
visory executives. Men who decide on raw material 


show: Home delivery 38.5°>—Re- 


renewals 75.23% —Direct mail 


—twice other textile publications. 


MERICAN 
WOOL & COTTON 


Delivering the technical as well as current industrywide news 
each week, when it is of greatest use, the Reporter's aggres- 
sive editorial policy enjoys national recognition. 
50% average reading space each week your advertising gains 
greater display—a better chance of being read. 


With cover 


AMERICA’S TEXTILE WEEKLY 
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The Most Powertul Influence in the Textile Industry 
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ductible business expense, he re- 
called that Internal Revenue’s 
study of institutional advertising 
suggested that advertising which 
is used to foster personal views 
makes the U. S. Treasury “an un- 
witting partner in certain adver- 
tising campaigns.” Therefore it 
said all taxpayers are contributing 
“to fostering the views on public 
issues of a limited number of tax- 
payers.” 


Last Minute News Flashes 


Eleven Sue Duane Jones for Vacation Pay 

New York, Oct. 19—For the third time in the last two weeks, Duane 
Jones is being sued by former employes. This time 11 secretaries, 
typists, research tabulators and an executive—all now employed at 
Scheideler, Beck & Werner—are suing to collect about $3,000 in vaca- 
tion pay. Last week AA reported former executives, now with SB&W, 
had instituted a suit for recovery of the value of Class B stock and a 
suit to collect pension money. No further announcement has been made 


| by Mr. Jones regarding his planned $1,000,000 “conspiracy” suit (AA, 


Sept. 3) against his one-time executives. 


8 In determining what is ordinary Allstate Insurance Introduces New Policy 


and necessary, the Internal Reve- 
nue Bureau still relies on 


the | 


policy statement issued Sept. 29,) 


1942, by former Commissioner Guy 
T. Helvering. 

Among the considerations are 
prior advertising expenditures; 
size of the business; public patron- 
age reasonably to be expected in 
the future; increased cost of ele- 
ments entering into advertising ex- 
penditures; introduction of new 
products and added lines, and buy- 
ing habits necessitated by short- 
ages, priorities and necessary 
changes in production patterns. 

The special study of institution- 
al advertising by the bureau in 
May, 1948, resulted in a firm de- 
cision to accept any ad which the 
company signs, other than adver- 
tising designed to influence legis- 
lation, Mr. Cohen said 


® On the basis of the study, E. L. 
McLarney, deputy Internal Reve- 
nue commissioner, wrote his chief 
“It is the present position of this 
office that the existing bureau 
policy with respect to deductions 
for institutional advertising should 
not be changed. The cost of institu- 
tional advertising has been recog- 
nized as a proper deduction and 
should be continued as an ordinary 
and necessary business expense.” 

Turning to defense contracts, Mr. 
Cohen pointed out thai advertising 
—other than limited insertions in 
trade and technical publications— 
is not considered a cost chargeable 
to government work in cost-plus 
contracts. 

He pointed out, however, that 
procurement laws permit ample 
allowance in negotiated contracts 
for all ordinary overhead, includ- 
ing normal advertising activities. 
He advised the marketers to see 
that advertising programs are pro- 
tected when contracts are being 
negotiated. 


® Other factors in the Washington 
picture which should be reassuring 
to admen include: 

1. Close working relationship be- 
tween government and the Adver- 
tising Council, with Charles Jack- 
son, a member of the White House 
staff, officially recognized as con- 
tact between government and in- 
dustry. 

2. Advertising advisory commit- 
tee of the Department of Com- 
merce, composed of topnotch ad- 
vertising and media people, one of 
the few advisory groups serving as 
a personal adviser to the President. 

3. Frequent meetings between 
government officials and editors 
of trade and technical publications. 


Philip S. Beach Named 
Hoffman Radio Ad Director 

Philip S. Beach, formerly assist- 
ant to the president of Pacific Out- 
door Advertising, Los Angeles, has 
been named to 
the newly created 
post of advertis- 
ing director of 
Hoffman Radio 
Corp., Los Ange- 
les, manufacturer 
of radio, phono- 
graph and tele- 
vision sets. 

Mr. Beach had 
been with Pacific 
Outdoor Adver- 
tising for twoand 
a half years, and 
prior to that had been a space buy- 
er and account executive in the 
San Francisco office of J. Walter 
Thompson Co. for 10 years. 


Philip S. Beach 


| but containing new coverages and broader terms, on Nov. 1. Full-page | 


Cuicaco, Oct. 19—Allstate Insurance Co. will begin a national ad 
campaign for a new “illustrated” policy, 41% shorter than the old one 


ads will run in Collier's, Popular Mechanics and The Saturday Evening 
Post, and half-page insertions in Farm Journal and Time. The new 
policy was tried in California a month ago and is being introduced to 
the rest of the country in one-month jumps east. Christiansen Adver- 
tising Agency, Chicago, is handling the campaign. 


Buggeln Resigns as Ad Director of Esquire Inc. 

New York, Oct. 19—Robert F. Buggeln has resigned as v.p. and di- 
rector of advertising sales for Apparel Arts, Coronet and Esquire. No 
successor has been named, but Paul Jones, formerly Coronet’s western 
ad manager, has been named national ad manager. Frank O'Connell, 
salesman on the western staff, moves up to Mr. Jones’ vacated post, 
and C. J. Crockett remains eastern ad manager of Coronet. Dan E. 
Provost remains as ad manager of Esquire. 


Cauley, Kammerer Join Ruthrauff & Ryan 

New York, Oct. 19—Ruthrauff & Ryan has added Edward F. Cauley, 
formerly with Cecil & Presbrey, to its account executive staff and 
Wiliam Kammerer, formerly media director of R. T. O'Connell Co., 
as a space buyer. Mr. Kammerer is replaced at O'Connell by Anne 
Kelleher, his former assistant. 


Trane Co. to Campbell-Mithun 

La Crosse, Wis., Oct. 19—The Trane Co., maker of heating, cooling 
and air conditioning equipment here, has appointed Campbell-Mithun 
to handle its advertising, effective Jan. 1. Tatham-Laird is the present 
agency. Trane announced last summer it would pick another agency 
because T-L has no industrial department. 


Day Joins Tucker Wayne; Other Late News 

e@ Marvin E. Day has resigned as executive v.p. of S.S.S. Co., Atlanta 
proprietary medicine concern, to become chairman of the plans board 
and account executive of the proprietary division of Tucker Wayne & 
Co., Atlanta agency. He will continue as a member of the board of di- 
rectors of S.S.S. Co., to which he was elected in 1946. 


e American Chicle Co., Long Island City, nas signed with NBC as the 
third sponsor of the three radio programs offered under the network's 
tandem plan. With American Chicle sponsorship the tandem plan shows 
are completely sold out. Sullivan, Stauffer, Colwell & Bayles, New 
York, is the agency for Dentyne gum and Chiclets. 

e@ Carter Products Inc., New York, has signed to sponsor a new half- 
hour dramatic show, “City Hospital,” on the ABC television network 
Starting Saturday, Nov. 3, 11:30-12 noon, CST. Carter will sponsor 
on aiternate Saturdays its products Carter's Pills and Nair, handled 
through Ted Bates & Co., New York, and Arrid and Rise, handled by 
Sullivan, Stauffer, Colwell & Bayles, New York. 

e Reynolds Metals Co., Louisville, has named Price, Robinson & Frank, 
Chicago, to handle its pigment market advertising, effective Jan. 1. 
Consumer and trade publications will be used. Pigment advertising 
formerly was handled by Buchanan & Co., New York. 

e Chrysler Corp. will preview its 1952 models for the press Nov. 8. This 
is believed to be the first showing of 1952 models by any auto maker. 
e@ Metropolitan Life Insurance Co. is planning to place more empha- 
sis on effects of overweight on health in its public health advertising 
for the coming year. Young & Rubicam is the agency. 


e@ American Druggist will be published every other week, instead of 
monthly, starting with its Jan. 7 issue. 


Flint Supermarket Chain Kicks Off Its 
Anniversary with 49 Pages of Advertising 


Furnt, Micu., Oct. 18—Hamady 
Brothers, a local chain operating 
13 supermarkets in this city, to- 
day published 49 solid pages of 
advertising in the Flint Journal. 

As far as H. M. Utley, advertis- 
ing manager of the Journal, has 
been able to ascertain, this is the 
largest advertisement ever pub- 
lished by any one company in a 
single edition of any newspaper. 

The huge promotion—consisting 
of a solid 48-page section and a 
49th page teaser ad run farther 
forward in the edition—is the 
formal kickoff for Hamady’s 40th 
anniversary celebration. 

Planning for the section started 
in June. Promotion got under way 
with 45” blind teaser ads pub- 
lished daily from Oct. 12 through 
Oct. 17. Thus the huge promotion, 


| including the teasers, totaled 124,- 


| 516 lines of advertising. 


@ Handling the advertising was 
quite a job. The first page of copy 
was received by the newspaper 


Sept. 5, and the last page Oct. 13. 
All but 10 of the 49 pages are fea- 
ture-item-and-price advertising, 
so all copy was set without prices, 
which were inserted later. 

The Journal had to construct a 
temporary storage cabinet to hold 
the composition during the days 
before the 2% tons of metal could 
be released for printing. The 48- 
page section was printed last night 
and hand stuffed into the regular 
Thursday issue this afternoon. All 
copy and artwork was prepared 
by Ralph Brockway, Hamady ad- 
vertising manager, and Walter 
Witak Jr., his assistant, with an 
occasional assist from the Journal’s 
art and layout department. 

Hamady Brothers, now the dom- 
inant food retailing factor in Flint, 
was started in 1911 by Michael 
Hamady, with one neighborhood 
store. Now each of its 13 stores 
has an area of about 18,000 square 
feet of floor space, tan brick ex- 
teriors and ceramic tile and 
marble interiors. 


COMBINATION—R. T 


O'Connell 
New York, has scheduled spoce in wo- 
men’s and baby magazines for this Nestle 
lemur Co. $2-value-for-$1.29 baby hair 
treatment and hair brush promotion 


Co., 


Station Reps 
Undecided About 
NBC's New Plan 


New York, Oct. 19—Like many 
other observers in the broadcasting 
industry, National Assn. of Radio 
& Television Station Representa- 
tives is reserving final judgment 
on the proposed realignment of 
National Broadcasting Co.’s radio 
network until several “missing 
factors are brought into focus.” 

“Because many elements in this 
proposal are incomplete in certain 
details of importance, it is aimost 
impossible tc predict with accu- 
racy or finality its ultimate effect 
on national spot broadcasting, 
which represents such a substan- 
tial portion of the network affili- 
ate’s total revenue,” Murray Grab- 
horn, managing director of the as- 
sociation, explained in a press re- 
lease. 

The representatives’ group made 
its statement following a special 
strategy meeting here Monday. 
The tone of the comments indi- 
cated that the NARTSR, like many 
of the affiliates involved, will 
maintain a wait-and-see attitude. 
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this policy will be extended to in- 
clude one-minute availabilities be- 
tween day and night network com- 
mercial programs as well. The re- 
cent horizontal network rate re- 
duction to the advertiser more 
than compensates him for the sec- 
onds sacrificed to make this possi- 
ble); (b) inaugurating “Minute 
Man” sustaining programs totaling 
40 quarter-hours weekly, contain- 
ing 119 one-minute daytime and 
early evening availabilities or 
sponsorship of several full pro- 
grams for spot or local sales.” 


® However, what the “Minute 
Man” plan will mean to stations 
| will depend, the representatives 
| feel, on several “missing factors.” 
| Among them: 

“Program cost under sponsor- 
ship to stations; the percentage of 
revenue demanded by the net- 
works; the stability of such pro- 
grams insofar as the right of net- 
work recapture or change is con- 
cerned, and the assurance that the 
‘high attraction’ of such programs 
will be maintained.” 

On the subjects of surrendering 
morning station time to the net- 
work; broad rate changes implying 
“network control of station rates,” 
and the addition of “premium” 
(bonus, as they are now known) 
stations, the association is highly 
skeptical. 


e “Whether or not the suggested 
advantages to spot, if adopted, 
would offset the proposed surren- 
der of valuable morning station 
time (presently in increasingly 
growing demand under existing 
competitive conditions) as piO- 
posed in the NBC plan, plus the 
contemplated rate revisions in @c- 
cordance with the ‘objective fer- 
mula’ devised by the network, is 
a matter of highly questionable 
speculation at present, and c@n 
only be intelligently resolved when 
the fate of each station concerned 
is finally determined through the 
contemplated individual negotia- 
tuuons 

“The scope of the contemplated 
rate revision is so broad that it 
might be considered to carry [am] 
implication of control of stati@n 
rates by the network. Of courge, 
if the prime objective of the NBC 
plan is to secure the extra morniag 
time, then the values offered in 
return must be scrutinized with @n 
extremely critical eye. 


@ “Insofar as the premium station 


s “NARTSR regards the new NBC} 
network sales plan on its merits) 
as NBC's endeavor to make net-| 
work radio more salable under! 
changing conditions and to adjust 
some of the inequities resulting 
from the recent rate cut applied 
uniformly and arbitrarily to all 
o-and-o stations and affiliates,” 
the group stated. 

“It also gives recognition to the 
Stations’ need for spot revenue by 
(a) lengthening the chainbreak to 
60 seconds preceding certain eve- 
ning sustainers. (It is hoped that 


plan is concerned, no doubt some 
stations will benefit because of 
the resultant improved program- 
ming—others will probably take 
the view that their coverage area 
will be diluted at the fringes by 
the addition of other NBC facili- 
ties. Still others may feel that they 
will be carrying commercial pro- 
grams on a free network basis 
which they might otherwise have 
received at full rate on a spot basis 

“NARTSR will watch with keen 
interest the reactions of the sta- 
tions concerned when al] the facts 


Allied Chemical Sets 


to Handle Sales; Babbitt Out of Picture 


New York, Oct. 17—With B. T. 
Babbitt Inc. relinquishing the dis- 
tribution of Swerl Suds, which it 
has handled for the last two years 
for Allied Chemical & Dye Corp., 
the manufacturer has taken over 
distribution of the product. It will 
be handled by a newly organized 
unit of the company to be known 
as Swerl products division of Al- 
lied Chemical & Dye Corp. 

A new advertising program to 
be handled by Price, Robinson & 
Frank, Chicago (AA, Oct. 8), will 
break here in newspapers early 
in November. In addition to New 
York, about 30 midwestern dailies 
will be used weekly starting in 
November to promote Swer! Suds, 


AA was told. 


are laid before them,” it was 
pointed out. 
Up Swerl Division 

This was confirmed by Robert 


Brenner, director of advertising 
and merchandising at Babbitt's, 
who, incidentally, announced his 
resignation today. Mr. Brenner 
emphasized that his resignation 
has nothing to do with the Swer! 
changeover, but he declined to 
comment on the reasons for it. He 
has been Babbitt’s advertising di- 
rector for 15 years. His future 
plans, he said, will be announced 
after a short vacation. 


Anderson Joins Lutz Co. 

George L. Anderson, formerly 
with Aubrey, Moore & Wallace, 
Chicago, has joined John E. Lutz 
Co.,Chicago, newspaper represent- 
ative, as a sales representative. 
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Issues Printers Catalog V ] til E 

Zimmer Printers Supply Co., 0 a 1 e conomy 
New York, has issued an illustrated 
52-page catalog of graphic arts 
machinery, equipment and supplies 
in stock. The company is located 
at 72 Beekman St. 


Meredith Elects Two 

O. G. Schaefer, New York sales 
manager, and Claude McBroom, 
director of manufacturing, have 
been elected to the board of direc- 
tors of Meredith Publishing Co., 
Des Moines 


JWT’s Reed Stresses 
Need for Equality in 
Export-Import Ratio 


Boston, Oct. 16—-The extreme 
volatility of a defense economy, as 
compared with a war economy, 
provides the basis of warnings to 
business and industrial leaders to 
be not only “on the alert in plan- 
ning ahead, but flexible enough 
to change [their] course,” Nelson 
A. Miller, director of the whole- 
sale, retail and service trades di- 
vision of the National Production 
Authority, told the opening ses- 


22 MONUMENT SQUARE 
PORTLAND, MAINE 


Heading 
for a 
Record! 


In its Silver Anniversary Year the Port of 
Corpus Christi is heading for a record. Cargo 
through August, more than 17 million 
tons—up 41% over the same period 

last year. Write for standard 
market data folder—just off the 


press. Learn more about prosperity 


in these parts. 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 77,000 ABC 
Rk ted nationally by 


TEXAS QUALITY NEWSPAPER NETWORK, Dallas, Chicago, New York 


specialists 
in fine 
photo engraving 


ENGRAVING CO. 


REVERE PHOTO 
?? FEDERAL STREET CHICAGO 5. itt 


Requires Planning 


Flexibility, Distribution Meet Told 


sion of the two-day Boston Con- 
ference on Distribution here yes- 
terday. 

Under present conditions, and 
on top of the normal responsibility 
business has in achieving good re- 
sults over a long term plan, Mr 
Miller pointed to the “added need 
for watching the month-to-month 
developments in the supply-de- 
mand situation for critical mate- 
rials in defense production. . .” 

In addition, he said, certain 
measures the government has tak- 
en and may take in the future, 
concerning taxes and credit ar- 
rangements, have definite effects 
on distribution. As an example, 
Mr. Miller cited the increases pro- 
posed in postal rates, affecting as 
they do, the cost of newspaper, 
magazine and direct mail adver- 
tising 


“If the net result to cause 
advertising linage,” he 
serted, “advertising rates may be 
expected to jump, and to offset 


a 
less 


Is 


as- 


that cost, if the advertiser uses 
less linage, he will have to pro- 
vide more punch to his smaller 
space allotments.” 

Mr. Miller picked a large na- 
tional income as the basic factor 
{in business prosperity, declaring 


‘hat “marketing genius can do lit- 
tle when people have no money in 
their pockets.” 

He cautioned that while a de- 
fense program means a _ large 
spendable income, “when the pro- 
| gram slows or closes down, the 
| after effects are dangerous.’ Many 
| business men, he said, “apparently 


| feel that the high business velocity 


| 
| 
| 


attendant to these abnormal con- 
‘ditions is just normal growth.” 
They feel bad, he continued, “be- 
cause they are not bettering their 
figures for July, August and Sep- 
| tember a year ago, when a wave 
of scare buying swept the country, 
and sales zoomed 30%, 40%, and 
50% ahead of the previous year. 
Perspective is truly absent in such 
alarm.” 


@ As a formula for sound mer- 
chandising, Mr. Miller offered this: 
‘Money invested in inventories, 
not real estate—inventories pro- 
portioned to achieve normal stock 
turnover rates at current market 
values at an average markup to 
achieve optimum dollar sales and 
dollar profits at a reasonably low 
net profit percentage.” 

| In outlining the defense picture 
as of today, Mr. Miller said: “We 
know the military take is still in 
the upswing. We know that the 
stockpiling program has a long 
way yet to go, but we also know 
that, barring full-scale war, this 
| situation will ease up at a time 
which cannot be predicted by any- 
one with any certainty. 

“The world situation, however, 
justifies no relaxation of our orig- 
inal plans for rearmament. But 
one thing is certain: NPA will re- 
lease controls one by one when the 
situation permits.” 


e Virgil D. Reed, v 
ciate director 


p. and 
of research for J. 
Walter Thompson Co., told the 
conference that the policy of 
American business to maintain a 
favorable balance of trade in deal- 
ing with foreign countries should 
be reviewed. He urged a program 
that would bring imports equal 
to exports as a means of mutual 
aid to U. S. and ‘oreign enterprise. 

“Trade can contribute most to 
the peace and growing living 
standards in both the U. S. and 
the rest of the world if it has as 
its foundation the principles of 
balanced expansion,” Mr. Reed 
declared. 


asso- 


“In building [trade] barriers we 
ourselves have sinned as much 
through the vears, and with a 
righteous disregard of the truth, 
our people continue to think in 
terms of a debtor nation instead 
of a creditor nation such as we are 
now. 

“Our exports of goods and serv- 


ices amount only to 5% to 7% 
of our national income. That 


sounds small to some of us,” he 
said, “but it has a terrific impact 
on the economies of other nations 
wherein their foreign trade makes 
up a greater proportion of their 
total income.” 

According to Mr. Reed, expan- 
sion in U. S. imports would re- 
sult in the following advantages: 

1. Provide dollars to maintain 
export markets 

2. Help build stockpiles of es- 
sential materials. 

3. Retard the depletion of our 
own resources. 

4. Raise living 
and abroad 


standards here 


e Edwin B. George, economist of 
Dun & Bradstreet, forecasting “The 
General Business Outlook,” cau- 
tiously predicted “immobilization 
of some excess spending power” 
throughout the first three quarters 
of 1952. 


Yet with the interplay of other! 


affecting factors, i.e., relaxation 
of credit controls, easing of down 
payment requirements under the 
Defense Housing Act, the yielding 
quality of price and wage controls, 
etc., he predicted a “slow, gradual 
rise’’ of consumption expenditures 
for the five quarters beginning 
with the second half of 1951, from 
$202 billion to $217 billion. These 
figures, he added, reflect antici- 
pated price changes 

Mr. George justified his belief in 
an immobilization of spending 
power by forecasting a “pincer 
process on spending, the arms of 
which would be less ‘dissaving’ 
[drawing on savings], on the one 
hand, and more positive saving on 
the other.” Reduction in dissaving 
would be caused by tighter con- 
trols and limitation of available 
goods, he said. 


e@ General predictions 
by Mr. George included: 

“1. The trends in both aggregate 
supply and demand will be slightly 
upward through the remaining 
nine months of this period. 


ventured 
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“2. Although the advantage in 
the race should still be with de- 
mand, it will be so slight as to 
exert little new upward pressure 
on prices in general.” 

With acceleration of defense pro- 
duction, over-all inventory hikes 
will average $2.5 billion per quar- 
ter, he forecasted, in contrast with 
the spectacular jumps of $14.4 bil- 
lion and $8 billion in the second 
and third quarters of this year 
“Despite this prospect of continued 
rise, here we find the biggest loss 
of stimulus to business that we are 
likely to encounter,” he warned. 


ein the afternoon, Sidney R. 
Rabb, board chairman of Stop & 
Shop Inc., Boston, described fac- 
tors in the success of supermarkets. 
Mr. Rabb emphasized that price 
appeal is the motivation behind 
the inception of supermarkets and 
the public’s acceptance of them. 

Because they have modernized 
the food industry, Mr. Rabb said, 
supermarket operators have raised 
the standards of living for those 
employed in the industry to levels 
undreamed of a decade ago. 

“With our frequent contact with 
the consumer, with our stores as 
laboratories, and as dynamic in- 
formation and research centers. 
we are in a unique position to 
lead the way to new high levels of 
efficiency of food distribution.” he 
said. 


Business Forum Started 

Bucknell University, Lewisburg, 
Pa., and 60 business firms in the 
Susquehanna Valley have launched 
the Bucknell Business Forum, In- 
itiated by the university’s depart- 
ment of commerce and finance to 
provide educational services for 
companies located around the cam- 
pus, the forum will bring a na- 
tionally known speaker to the 
area once a month. The first ses- 
sion will be held Oct. 26. 


Ingersoll Boosts Schutz 

Ingersoll Products, manufac- 
turer of stampings and deep draw 
products, division of Borg-War- 
nér Corp., Chicago, has named R 
F. Schutz, who has been in charge 
of contract sales, to assistant treas- 
urer. 


Peyer Joins Airlines 

Harold H. Peyer, formerly public 
relations and publicity representa- 
tive for Northwest Airlines, St 
Paul, has been appointed director 
of public relations for California 
Central Airlines, Burbank. 


“couldn't meet 
close deadline 
without your 
type service” 


“Just received another clean, clear 
proof from you in time to meet a 
close deadline. As in many such 
cases, it would have been virtually 
impossible to meet that deadline 
without the prompt and expert help of 
Warwick. In our experience we know 
of few other typographers who pay such 
careful attention to detail, who so 
invariably come through with perfect 


proofs. Warwick's large and adaptable 
type selection has provided our operation 
with much-needed versatility and continues 
to save us immeasurable time and effort. 
Thanks for your continued cooperation!” 


Warwick serves Advertising Agencies, Printers, Artists, and Manufac- 
turers in 24 states and Mexico. If you have a typographical problem 
mail it to ws for fast, efficient help. Write for new type specimen book. 


— WARWICK—, 


TYPOGRAPHERS, INC. 


- 
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920 Washington Avenue, St. Louis, 
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[HE INSTRUCTOR 


NO THANKS GIVEN—When the November issues of The Grode 
Teacher and The Instructor—rivel publications in the school in- 
struction field—reached readers, the coincidence of the year 


Institute of Chicago. 


became quickly apporent. Both featured the same cover—a re- 
production of “Thanksgiving” by Doris Lee, courtesy of the Art 


— 


Credit Exec Sees 
Good 4th Quarter 


New York, Oct. 16—Trade dur- 
ing the holiday season should be 
exceptionally active, perhaps as 
much as 5% higher than the totals 
for the last quarter of 1950, ac- 
cording to Henry H. Heimann, ex- 
ecutive v.p. of the National Assn. 


including 
> 3 Million 
Farm 


Population : 
> Blanket coverage retoil lumber, 
building material and coal dealers 
NORTHWEST publication covers 
Minnesote, Wisconsin, North and 


1OWA publication covers lowe. 
J 1013 Fourth Ave. Se., Minneapolis 4, Minn. 


of Credit Men. 

Because of this business activity, 
Mr. Heimann feels merchants will 
do well to maintain a full inven- 
tory, since scarce supplies for the 
holidays may be costly. 

Writing in the association’s 
monthly business review, he pre- 
dicts that there may be some short- 
|ages of goods, resulting from in- 

|}ereased defense production, and 
| further indicates that some so- 
| called luxury lines, such as jewel- 
| ry, may experience a considerably 
increased distribution during the 
period preceding Christmas this 
| year. 


| pecttagh Joins Atherton 
Phil D. McHugh, formerly v.p. 
of Yambert, Prochnow, McHugh & 
Macaulay Inc., Beverly Hills, has 
joined Atherton Advertising Agen- 
cy, Los Angeles, as an account ex- 
| ecutive. 


| 
| Paul Martin Joins KFXM 

Paul Martin, formerly v.p. and 
general manager of WSKI, Mont- 
pelier, Vt., has joined the sales 
staff of KFXM, San Bernardino, 
Cal. 


GET YOUR COPY cx ws varest 


CONSUMER STUDY OF BRAND PREFERENCES 
The sixth annual study of buying habits, place of purchase, 


day of purchase, and brand 


products; appliances, baking products, beverages, cleansers, 
meat products, other grocery products, and toiletries. The 


findings included in this 
extensive survey are based 
on more than 9300 inter- 
views with housewives . . . 
send for your copy today 
and see how your products 
compare with competitors 
in 35 important Illinois 
cities. 


126,876 Ser sone 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York 


570 KC 


Headley-Reed, National Representatives 


eee and You Can Cover 
Central New York with 
ONE Radio Station 


ACUSE 


-eople Sell I Setter 7 | -aper” 


FLORIDA IS ONE OF AMERICA’S BIG, IMPORTANT, 
FASTEST-GROWING, YEAR AROUND MARKETS, AND 


in FLORIDA 


WILL GET YOU 
* 


In booming Florida it is no trick at all to 
pin-point your most resultful markets —they’' re 
the ones covered by Florida's three big morning 
newspapers. Here are 80°¢ of the effective 
buying income, 80% of the total sales, 81.13% 
of total food sales, 80° of general merchandise 


sales, 80% of drug sales and 81.1% of the 


furniture sales. 


*Based on counties where combined circulation 


equals 20% or better of family coverage 


omer tees 


» FLORIDA TIMES-UNION 


Jacksonville . national Representative . Reynolds - Fitzgerald, Inc. 


National Representative . Sawyer-Ferguson-Walker Company 


HERALD 


National Representative - Story, Brooks & Finley, inc., A. S. Grant, Atlanta 
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78 
McCall’s 
food 
advertisers 


are 


reaping 


a golden 


harvest 


78 advertisers of 18+ grocery store 

products in October McCall’s will enjoy 
these benefits of the McCall’s-S. M. I. 
**Harvest of National Brands” promotion: 


Their products will be specially displayed 
in thousands of stores of the Super 

Market Institute... and specially featured 
in store advertising. 


Their sales everywhere will feel the 

tremendous advertising power. .. in an 
activated market... of McCall's, now reaching 
more than 4,000,000 homemaking families. 


HINT: Sign up now for the “* Pageant of National 
Brands” in February, 1952. 
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CIRCULATION OVER 4,000,000 
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